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ABSTRACT 
Organized retailing in India is growing rapidly. Malls, especially, have caught the 
attention of retail investors, leading to monumental growth in the number of malls in the last 
decade. However, this growth has not been paralleled by profitability and return on investment, 
which is a matter of concern for investors (“Pulse of Indian Retail,” 2014). The present study 
applied the experience economy perspective (Pine & Gilmore, 1999) to provide insight into 
contributors to a better shopping experience for Indian consumers that may help ensure 
profitability alongside growth.  
The study explored how the 4Es—educational, entertainment, escapist, and esthetic 
experiences—(Pine & Gilmore, 1999) contribute to experiential value from retail store and non-
store aspects of the mall. The combination of retail store and non-store aspects distinguishes the 
mall from other retail venues. The impact of perceived experiential and functional value 
associated with these aspects on Indian consumers’ mall satisfaction and willingness to buy from 
the mall’s retail stores was examined. The effect of mall satisfaction and willingness to buy on 
mall patronage intention was tested. Factors relevant to actual purchase behavior, which was 
measured by capturing data on buying frequency, were examined through multivariate analysis 
of variance (MANOVA). The present study is the first to systematically examine Indian 
consumers’ mall shopping behavior by adapting the 4E scale (Oh, Fiore, & Jeong, 2007) to 
empirically test the experience economy perspective in a mall context and in a non-Western, 
developing country (i.e., India).  
Following the guidelines outlined by Sudman (1980), the data were collected through a 
mall intercept survey in two malls in New Delhi, India. Five hundred fifty-two completed 
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surveys were used for the statistical analysis. The results suggest that the majority of Indian mall 
shoppers were young, educated, affluent, and single. All the scales proved to be reliable and 
valid, including the 4E scale, which was used for the first time with an Indian sample. 
Analysis included confirmatory factor analysis (CFA) when testing the measurement 
model as a part of structural equation modeling (SEM). Structural modeling was used to assess 
goodness of fit and estimation parameters for hypothesized models. Hypothesis testing was 
conducted in two stages. In the first stage, a structural model tested the impact of the 4Es on 
perceived value (i.e., emotional, social, and sensory appeal value) associated with retail stores in 
the mall and non-store aspects of the mall (hypotheses 1 through 6). The experience economy 
constructs, except for the educational dimension, contributed to the perceived value associated 
with retail stores and/or non-store aspects of the mall. 
In the second stage, second-order variables were created for experiential value and 
functional value. Emotional value and sensory appeal value, largely affected by esthetic 
experience, were two parameters contributing to the second-order experiential value variable. 
Social value, the remaining parameter, was solely affected by escapist experience. The second 
order functional value contained quality, price, service quality, and a new “pester free shopping” 
construct. Again, a structural model was used to test the relationships among these second order 
variables associated with retail stores and non-store aspects of the mall, and willingness to buy 
from retail stores in the mall, mall satisfaction, and mall patronage intention variables 
(hypotheses 7 through 12).  
Experiential value associated with retail stores and non-store aspects of the mall 
contributed to willingness to buy from the retail stores and mall satisfaction, respectively. 
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Willingness to buy from retail stores in the mall had a significant mediating role between the 
experiential value associated with retail stores in the mall and mall patronage intention. Thus, the 
results provide critical insight into the factors that influence Indian consumers’ mall patronage 
intention. Also, the present study contributes to our understanding of service quality by revealing 
a “pester-free shopping” construct, a significant part of functional value. A supplementary test, 
MANOVA, was conducted to look at factors affecting those who actually purchased goods. 
Results suggested that when it comes to increasing sales (measured through purchase frequency), 
mall retailers should pay close attention to both experiential and functional aspects of their 
stores, and mall satisfaction.  
The present study contributes to and advances the emerging body of research on the 4Es 
(Hosany & Witham, 2010; Jeong, Fiore, Niehm, & Lorenz, 2009; Oh et al., 2007; Quadri-Felitti 
& Fiore, 2012) and on malls in India (Batra, 2010; Mann, 2012; Virdi, 2011). In addition, the 
present study supports the usefulness of combining the consciousness-emotion-value (C-E-V) 
and cognition-affect-behavior (C-A-B) models within the S-O-R framework (Mehrabian & 
Russell, 1974), as proposed by Fiore and Kim (2007), to capture the functional and experiential 
value of the mall shopping experience. Consequently, the work offers new theoretical directions 
for organized retailing stakeholders (especially mall stakeholders) and practical insights for 
contemporary applications of the findings for mall developers, mall managers, and mall retailers 
to provide the best experiences to shoppers in Indian malls. Whereas having “everything under 
one roof” may suggest that functional value of malls is a main driver for consumers to patronize 
malls, mall stakeholders should emphasize the experiential value offered.  
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CHAPTER 1. INTRODUCTION 
India and Its Current Retail Scenario 
Demographic patterns of Indian consumers and the developing Indian economy are 
leading to higher consumerism in that country. India’s current population of over 1.2 billion has 
a median age of 27 with 500 million people between the ages of 25 and 54, and 570 million 
under 24 (“The World Factbook”, 2014). This low median age contributes to the higher current 
consumption rate (Sinha & Kar, 2007). In addition to the young population, the 1991 
liberalization of the Indian economy has had a significant impact on how Indians live and think. 
Formerly more passive and restrained, India is opening up to the new influences, such as western 
retail formats that have encouraged consumption (Sinha, 2011). Also, strong economic growth 
and being the fourth largest economy (“The World Factbook”, 2014) in terms of purchasing 
power parity (PPP1) has spurred consumerism in India (Halepete & Iyer, 2008). Favorable 
demographic patterns, changing lifestyles, a strong surge in income, international exposure, rise 
in the number of working women, the impact of globalization, positive indicators of the 
economy, and the changing mindset of the Indian consumers are some of the factors driving 
growth of Indian retail (“McKinsey Global Institute”, 2007; Ranganath & Babu, 2011).  
The Indian retail industry exists in two formats--unorganized retailing (traditional) and 
organized retailing (non-traditional, such as malls). Sternquist (2007) described traditional retail 
as consisting of small and independent stores in a system characterized by fragmented markets, 
long channels (i.e., path products take from the manufacturer to retailer), geographical 
competition, limited product variety, flexible prices with bargaining (i.e., prices are not fixed and 
                                                 
1 Adjusting exchange rates for purchasing power of a currency with respect to the U. S. dollar as a standard. 
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a better deal can be reached through haggling), and informal credit (i.e., credit extended by the 
small retailer itself). Whereas, modern retail (organized) refers to contemporary Western retail 
formats that are operated by corporate and modern management techniques (Mann & Byun, 
2011). In 2006, unorganized retailing accounted for 96% of the total Indian retail, and the 
organized (non-traditional) retail sector accounted for the remaining 4% (Kaur & Singh, 2007). 
The Indian retail industry has received global attention as an outgrowth of an emerging economy 
going through significant change (Sinha & Kar, 2007). India’s booming economy significantly 
contributes to the growth of organized retailing in India. Changing governmental policy also has 
an impact on the growth of organized retail (Ghosh, Ray, & Shah, 2011). Organized retailing in 
India is growing rapidly, and it is expected to capture 20% of the country’s retail market by 2020 
(“Retail Global,” 2011), a marked increase from the present 7.5% (“Pulse of Indian Retail,” 
2014). In particular, growth in the number of shopping malls is inevitable as they provide better 
shopping experiences desired by today’s Indian consumers (Saraf, 2005).  
Shopping malls are a great investment opportunity among organized retailing. With space 
in the range of 60,000 sq. ft. to 7,00,000 sq. ft., malls are among the largest forms of organized 
retailing in India today. Major Indian Tier-I cities (e.g., Mumbai, Delhi) and second tier2 cities 
(e.g., Ahmedabad, Jaipur, Nagpur) are witnessing a mall construction boom (Ghosh, Tripathi, & 
Kumar, 2010; Sinha & Kar, 2007). Malls provide an ideal consumer experience by offering a 
variety of retail products, along with services and entertainment under one roof (Kiran & Jhamb, 
2011). These malls are becoming increasingly common destinations among all classes of people 
                                                 
2 Indian cities are classified in three tiers (i.e., I, II, and III) based on real estate market maturity, population, and 
house rent allowance to public servants employed by Government of India. Bangalore, Chennai, Delhi, Hyderabad, 
Kolkata, and Mumbai are the tier I cities in India.    
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and have become part of living in major cities (Anuradha & Manohar, 2011). Malls with special 
emphasis on leisure and entertainment, packed with movie theaters, food courts, and play areas 
for children, are becoming prominent attractions for family outings (Kiran & Jhamb, 2011; Sinha 
& Kar, 2007). 
Generational Differences in Indian Consumers and Mall Patronage 
India’s relatively young population attracts organized retail (i.e., malls). India has the 
largest population under the age of 45 in the world. Of the nearly 800 million people below the 
age of 45, 150 million people are in the upper middle class (Ranganath & Babu, 2011). Walker, 
Mukherjee, and Gupta (2011) indicated that age is one of the best gauges of a country’s change 
in the consumption, productivity, and demand for products and services. Accordingly, India’s 
young population provides a favorable environment for the development of organized retail. 
Although Indians are traditionally “savers”, the younger generation more freely spends money to 
buy good quality, trendy products (Dash & Chandy, 2009; Jain, 2010). In fact, luxury goods are 
of equal importance to this generation as saving for their children’s education (Sinha, 2011). 
Moreover, Indian consumers (age 45 years and below) have inclinations to visit organized retail 
(Ghosh et al., 2010; Goel & Dewan, 2011). Growth in information technology (IT) industry is 
significantly pushing consumerism in urban India, especially in Tier-I cities (e.g., Mumbai, 
Delhi, Chennai, Kolkata, Bangalore, and Hyderabad) (Halepete & Iyer, 2008) where the IT 
industry employs significant number of professionals and pay them high salaries. The potential 
for significant growth of organized retail (especially malls) in India and young Indian 
consumers’ attraction toward malls set the stage for the present study’s focus on Indian 
consumer’s patronage intention toward shopping malls in India. A dynamic and proactive 
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response from mall tenants (i.e., retail tenants in the mall that sell goods, services, and 
experiences to consumers) is needed to satisfy the ever-changing trends in consumer lifestyle and 
resulting consumption behavior. Enormous growth in retailing has led to competition among the 
malls, but only a limited number of studies exist that provide the needed information about 
consumer perspectives on the shopping experience offered by shopping malls in India (e.g., 
Batra, 2010; Mann, 2012; Virdi, 2011).  
Motivations for Visiting Malls 
Although purchasing a product is still the main motivation for shopping, Indian 
consumers also want shopping to provide a hedonic experience (Goel & Dewan, 2011). 
Utilitarian and hedonic aspects of shopping are topics of ongoing research (e.g., Arnold & 
Reynolds, 2003; Babin, Darden, & Griffin, 1994; Batra & Ahtola, 1991; Cox, Cox, & Anderson, 
2005). Utilitarian aspects of the shopping experience are often goal-oriented, logical, and rational 
(Arnold & Reynolds, 2003; Babin et al., 1994; Batra & Ahtola, 1991; Fiore & Kim, 2007). In 
contrast, hedonic aspects include entertainment, emotional elements of shopping, and may 
involve arousal, fantasy, imagination, and escapism (Arnold & Reynolds, 2003; Babin et al., 
1994; Fiore & Kim, 2007; Holbrook & Hirschman, 1982).  
Kaur and Singh (2007) found that Indian consumers (under the age of 45) mainly shop 
for hedonic benefits. Malls in India appeal to this generation of consumers because of the wide 
range of experiences they offer (Kuruvilla & Ganguli, 2008). This is supported by Pine and 
Gilmore’s (1999) experience economy concept--where emphasis is placed on current consumers’ 
desire for having engaging experiences rather than just buying goods and services. They 
described four stages of economic progression from commodities to goods to services and 
ultimately to experiences. Pine and Gilmore (1999) posited that to fully engage the consumer, the 
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consumer environment should have four experience realms (i.e., educational, entertainment, 
escapist, and esthetic experiences), which they termed “the 4Es”. The 4Es may relate to the 
experiences offered by many shopping malls in India, such as entertainment experiences offered 
by multiplex theaters and children’s amusement activities, and esthetic experiences from lavish 
interiors of high-end brands.  
Whereas studies have applied the experience economy perspective in tourism, wine 
tourism, and e-retailing research, this experiential view of consumer behavior has not to my 
knowledge been employed to empirically examine the shopping mall experience in any country. 
Thus, an empirical examination of the shopping mall experience in India using the experiential 
view of consumer behavior remains an unexplored research area. The present study looks at the 
application of the 4Es in the shopping mall experience and consumers’ patronage intention 
toward mall in India, a developing country.  
Problem Definition 
It is difficult for international and domestic retailers to be successful in India without an 
understanding of local conditions and buying behavior. Although malls successfully attract 
visitors, retail stores in the mall have had mixed success; only about 30% of the retail store 
owners in the mall have recovered their investment (Virdi, 2011). Furthermore, Virdi (2011) 
stated that as consumers are becoming more cautious about spending their money in shopping 
malls due to the recent economic recession, 70% of these malls are struggling with only 10-15% 
of the visitors being converted into customers/buyers. Therefore, there is a fear of the dip in 
consumption slowing down the growth of Indian organized retailing (Ghosh et al., 2010; Khare, 
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2011; Malyadri & Rao, 2011). Also, mall profitability and return on investment is a matter of 
concern for retail investors (“Pulse of Indian Retail,” 2014).   
Mall visitors are more value conscious (Trivedi, 2008). People visit the malls for various 
reasons apart from shopping such as to gather with friends, eat, window shop, and seek leisure. 
This provides mall retailers an opportunity to convert these visitors to actual customers by 
providing them a suitable value proposition. After all, a mall is dependent on the success of its 
tenants. Hence, it is crucial to understand what consumers want in terms of value. Perceived 
value associated with the mall likely plays a crucial role in consumers’ satisfaction with the mall 
and their intention to patronize the mall. At the same time, significant perceived value associated 
with the retail stores in the mall likely plays a crucial role in consumers’ willingness to buy from 
these retailers, which in turn affects their intention to patronize the mall. Thus, both the 
perceived value associated with the non-store3 aspects of the mall and retail stores in the mall 
together may play a crucial role in deciding the consumers’ intention to patronize the mall.      
Therefore, mall retailers must understand and deliver the value desired by the mall 
visitors to convert them into customers. To be successful, retailers need to retain customer 
loyalty by responding to their demands. In today’s highly turbulent and competitive retail 
environment, retailers need to recognize the changing consumer dynamics in India and formulate 
strategies to deliver value to the consumer (Raut & Dash, 2011; Sinha & Kar, 2007). Values, 
attitudes, and behavior of Indian consumers are changing, which pressures retailers and the 
market to change in order to succeed (Sinha, 2011). Empirical examination of perceived value 
                                                 
3 The broad definition of retail comprises the sale of goods and services from individuals or businesses to consumers 
(Levy & Weitz, 1998). In the present study, a narrower definition of retail is used to distinguish between retail stores 
in the mall and the non-store aspects of malls. Please refer to the definition of terms used in the present study.      
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associated with mall retail stores and non-store aspects of the mall is needed. The present study 
is an attempt to identify the perceived value associated with the retail stores (i.e., stores which 
sell soft goods such as apparel, or hard goods such as electronics) in the mall and the perceived 
value associated with the non-store elements of the mall (e.g., services, restaurants, food courts, 
theatre/multiplex, and other mall organized events and activities). 
Mall retailers should provide consumers with more positive shopping experiences based 
on visual merchandising, aesthetic appeal, and an engaging and an enjoyable atmosphere that 
provides hedonic benefits (Srinivasan & Srivastava, 2010). At the same time, mall retailers 
should not underestimate the importance of utilitarian benefits such as convenience, efficiency, 
and affordability for the consumers. Various researchers have tested the relationships among 
value, satisfaction, and the patronage intentions (Babin, Lee, Kim, & Griffin, 2005; Carpenter & 
Fairhurst, 2005; Cottet, Lichtle, & Plichon, 2006; Cronin, Brady, & Hult, 2000; Kumar, Garg, & 
Rahman, 2010). This body of research suggests that one of the most reliable ways to achieve 
sustained satisfaction and patronage toward a mall is through offering outstanding value to the 
Indian consumer (Ghosh, Tripathi, Saini, & Agrawal, 2010). I propose to examine the 
relationships among variables such as Pine and Gilmore’s (1999) four realms of experience (i.e., 
4Es), perceived value associated with non-store aspects of the mall and perceived value 
associated with retail stores in the mall, satisfaction with the mall, willingness to buy from retail 
stores in the mall, and ultimately patronage intention toward the shopping mall.  
An integrative framework of components from consciousness-emotion-value (C-E-V) 
and cognition-affect-behavior (C-A-B) models within the Stimulus-Organism-Response (S-O-R) 
framework (Mehrabian & Russell, 1974), as proposed by Fiore and Kim (2007) is used as the 
conceptual framework for the study. The Stimulus-Organism-Response (S-O-R) framework 
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(Mehrabian & Russell, 1974) asserts that the physical environment contains stimuli (S) that 
influence an individual’s internal states (O), and ultimately these internal states determine a 
consumer’s approach-avoidance behavior (R). The present study utilizes Pine and Gilmore’s 
(1999, 2011) 4Es--educational, entertainment, escapist, esthetic experiences--to examine the 
influence of the experiential nature of the shopping experience on perceived value derived by 
Indian consumers from the non-store aspects of mall and its retailers, and consequent satisfaction 
and mall patronage intentions.     
Purpose 
The present study explores the effects of the perceived value associated with the 
experiences of mall retail stores and non-store aspects of the mall on Indian consumers’ 
satisfaction and mall patronage intentions. The 4Es are used to capture aspects of the mall 
experience and their impact on perceived value; this is an unexplored topic to my knowledge. 
The ultimate stakeholders who may benefit from the results of the present study are malls and 
their retail tenants, as well as the Indian consumers. The results may provide information useful 
in the development of strategies for international and domestic retail mall tenants and marketers, 
mall managers, and mall developers. The theoretical and conceptual contribution of the present 
study lies in expanding and applying Pine and Gilmore’s (1999) 4Es in a non-western consumer 
context. The present study uses quantitative research methods and structural equation modeling 
(SEM) to test proposed models.  
Objectives of the Study 
The overarching objective of the present study is to examine the critical factors that 
influence the mall patronage intention of Indian consumers. The specific objectives are to: 
1. Determine factors that are critical to mall patronage intentions of Indian consumers: 
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a. experience economy dimensions (i.e., 4Es) 
b. perceived value types (i.e., emotional value, social value, sensory appeal value, 
functional [price, quality, service quality] value, efficiency value) specifically related to 
the retail stores and non-store aspects of the mall 
c. willingness to buy from the retail stores in the mall 
d. satisfaction with the mall 
2.  Posit conceptual models that encompasses the above variables 
3. Operationalize and test hypothesized relationships between these variables 
4. Empirically test the posited models 
 
Definition of Terms Used Throughout the Study 
Mall retail stores: Retail stores in the mall that sell merchandise (e.g., apparel, 
electronics, fashion accessories, footwear, beauty & skincare products, books, gifts, watches & 
jewelry, home & lifestyle products, sports equipment). 
Non- store aspects of mall: Services (e.g., hair salon, massage parlor), restaurants, cafes, 
food courts, theatres/multiplex, gymnasium, health club, bar/pub, discotheque, play zones, and 
activities and events organized by the mall.   
Experience economy dimensions (4Es): Educational, entertainment, escapist, and esthetic 
experience dimensions proposed by Pine and Gilmore (1999). The following definitions of the 
four experiences are based on Pine and Gilmore’s (1999) work. 
 Educational experience: Experience through consumer’s active participation, 
where the mind and/or body is actively engaged to increase skills and knowledge 
by absorbing information presented. 
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 Entertainment experience: Experiences that occur when consumers passively 
observe or absorb activities and/or performances. 
 Escapist experience: Experience wherein consumers actively participate and 
immerse themselves in the events to become part of the activity.  
 Esthetic experience: Experience where consumers passively engage and immerse 
themselves with a sensory-rich setting without altering the nature of the setting.  
Perceived value: Overall assessment of utilities, returns, functional and experiential 
benefits, and meanings derived from products, services, and/or experiences (Babin et al., 1994).  
 Efficiency value: The benefits derived from the efficient and effective completion 
of the tasks (Mathwick, Malhotra, & Rigdon, 2001).  
 Emotional value: The benefits derived from feelings such as pleasure and joy or 
the affective states that a product generates (Sweeney & Soutar, 2001). 
 Price value: The benefits derived from the product due to the reduction of its 
perceived short-term and long-term monetary sacrifices (Sweeney & Soutar, 
2001). 
 Quality value: The benefits derived from the characteristics or attributes, such as 
reliability, superiority, and durability and expected performance of the product 
(Sweeney & Soutar, 2001). 
 Sensory appeal value: The benefits derived from the elements of the retail setting 
that please the five senses of the consumer (Smith & Colgate, 2007). 
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 Service quality value: The benefits derived from the services, specifically those 
performed by retail staff (Cengiz & Kirbir, 2007; Sweeney & Soutar, 2001). 
 Social value: The benefits derived from the product’s ability to enhance social 
self-concept—gaining status that requires validation by others (Sweeney & 
Soutar, 2001). 
Satisfaction: “Consumer satisfaction refers to an evaluative response concerning the 
perceived outcomes of experiences in the consumer domain, comprising acquisition, 
consumption, and disposition activity” (Westbrook & Oliver, 1981, p. 94). 
Willingness to buy: Likelihood that the consumer intends to purchase products (Grewal, 
Monroe, & Krishnan, 1998). 
Mall patronage intention: An overall measure capturing likelihood and willingness to 
shop at the mall and willingness to recommend the mall to others (Grewal, Baker, Levy, & Voss, 
2003). 
S-O-R framework: The Stimulus-Organism-Response framework, proposed by 
Mehrabian & Russell (1974), used in environmental psychology. The stimulus (S) is 
conceptualized as environmental cues that stimulate consumers’ affective and cognitive internal 
states and processes (O) that determine consumers’ response (R).
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CHAPTER 2. LITERATURE REVIEW 
The present chapter provides a review of relevant literature for the major research issues 
and constructs addressed in the study, and it presents the theoretical background supporting the 
study. First, the chapter discusses the current retail scenario in India with a focus on the 
organized retail format (i.e., shopping malls). Second, the chapter discusses an integrative 
framework of consciousness-emotion-value (C-E-V) and cognition-affect-behavior (C-A-B) 
models within the S-O-R framework (Mehrabian & Russell, 1974), as proposed by Fiore and 
Kim (2007), and its application in this study. Third, the chapter introduces the experience 
economy concept as outlined by Pine and Gilmore (1999) including the 4Es. Fourth, major 
theoretical constructs of this study, including perceived value (i.e., associated with retail stores in 
the mall and the non-store aspects of the mall), satisfaction with the mall, willingness to buy 
from retail stores in the mall, and mall patronage intentions of Indian consumers are discussed. 
The hypotheses based on relevant literature and proposed models for the study are presented 
here. 
The Current Retail Scenario in India 
As noted in the first chapter, in the Indian context, the retail industry is divided into two 
formats, namely unorganized (or traditional) retail and organized (or modern) retail. The 
unorganized, or traditional, retail format consists of small privately owned and operated grocery 
stores (i.e., Kirana stores), footwear stores, and apparel boutiques (Goel & Dewan, 2011; Mann 
& Byun, 2011). These are also commonly referred to as mom-and-pop stores. Hand-cart hawkers 
and pavement vendors also fall under the unorganized retail format. On the other hand, organized 
retail in India refers to the modern contemporary western retail formats such as supermarkets, 
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hypermarkets, and malls that are ubiquitous in developed countries (Gupta, Kim, & Sharma, 
2011; Mann & Byun, 2011) and are operated by corporate and modern management techniques 
(Sengupta, 2008).  
Through a series of reforms since 1991, the Indian government has opened up the retail 
sector for foreign direct investment (FDI). In 1997, the government allowed FDI in the cash and 
carry (wholesale) format with 100% ownership with government approval. In 2006, 51% FDI in 
a single brand retail (e.g., Nike, Adidas) was permitted (Kalhan & Franz 2009; Rajput, 
Kesharwani, & Khanna, 2012). In 2012, 100% FDI in a single brand retail and 51% in multi-
brand retail were approved by the government of India. Although certain State governments and 
political parties oppose this change, because of concerns about the threat to traditional retail, 
India’s retail development is inevitable. The Indian government’s recent liberal economic 
policies, changing demographic patterns of Indian consumers and their changing lifestyles, 
increased disposable incomes, and globalization drives consumerism to all-time high which in 
turn encourages the retail industries to grow (“McKinsey Global Institute”, 2007; Ranganath & 
Babu, 2011). In fact, it is predicted that the Indian retail industry will grow to US $950 billion by 
2018, a marked increase from the present US $520 billion (“Pulse of Indian Retail,” 2014). 
According to report by McKinsey Global Institute in 2007, India’s GDP growth rate over the 
next two decades will range between 6% and 9% per year and India will become the world’s 
fifth largest consumer market by 2025. As a result of this economic progression, India’s retail 
industry has received global attention (Sinha & Kar, 2007); investors consider organized retail in 
India to be a growing market with many investment opportunities (Kiran & Jhamb, 2011). 
Indeed, it is projected that organized retail will grow to $220 billion by 2020 (“Pulse of Indian 
Retail,” 2014). In 2011, India was fourth in retail global expansion based on the Global Retail 
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Development Index (GDRI) (“Retail Global”, 2011). The future of the Indian organized retail 
industry looks bright (Narang, 2010; Ranganath & Babu, 2011).   
 Global retailers (e.g., Wal-Mart, Tesco, & Metro) and domestic corporate giants (e.g., 
Reliance, Aditya Birla group, & Bharti group) are focusing on capturing their share of the 
emerging Indian retail market (Sinha & Kar, 2007). Malls are one of the major organized retail 
formats and provide an ideal consumer experience by offering a variety of retail products, along 
with services and entertainment under one roof (Kiran & Jhamb, 2011). Today’s Indian 
consumer is demanding better shopping experiences, such as provided by malls. This is driving 
the growth in the number of malls in India (Saraf, 2005).  
Shopping Malls in India 
 In 1999, Cross Roads, India’s first shopping mall, opened in Mumbai (Babu, 2008; 
Kuruvilla & Joshi, 2010). There were just three malls (i.e., Cross Roads in Mumbai, Spencer 
Plaza in Chennai, and Ansal Plaza in Delhi) in India by the end of 20th century. That number 
increased to 220 malls in 2006 and is expected to increase to more than 715 malls by 2015 
(Pradhan, 2004). The number of shopping malls is expected to increase at a compounded annual 
growth rate of more than 18.9% from 2007 to 2015 (Malyadri & Rao, 2011). Major metro cities 
like Mumbai, Delhi, Bangalore, and Chennai are witnessing a rise in number of malls (Sinha & 
Kar, 2007); second tier cities, such as Ahmedabad, Jaipur, and Nagpur, are also witnessing a 
boom in the mall construction (Ghosh et al., 2010).  
 Malls offer a wide range of shopping experiences (Mitra, 2006) and have something to 
offer everyone in the family (Kuruvilla & Ganguli, 2008). For example, urban young couples can 
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shop for either bargain/discount or high-end brands, kids can spend time in play zones and other 
amusement facilities, families can enjoy nice meals, and there are multiplex theatres to watch 
movies (Kuruvilla & Ganguli, 2008; Mitra, 2006). Bansal and Bansal (2012) found that 
Chandigarh consumers visit malls because of the availability of different brands under one roof. 
A distinctive feature of the Indian malls is that Indian malls have a combination of high-value 
outlets and mass brands (Srivastava, 2008). For prosperous Indian consumers, mall shopping has 
become leisure-time entertainment rather than a need based activity (Arora & Rahate, 2008; 
Faldu, 2012). With such a variety, malls are becoming significant attractions for family outings 
(Kiran & Jhamb, 2011).  
Based on their retail tenants, Indian malls can be positioned as luxury malls, high-end 
retail malls, and budget malls (Sannapu & Singh, 2012). For example, DLF Emporia is a luxury 
mall located in an exclusive residential area in Delhi; it carries expensive brands such as Armani, 
Burberry, Louis Vuitton, and Cartier. Select City Walk mall is a high-end retail mall in a central 
upscale location in Delhi that carries brands such as Nike, Adidas, Tommy Hilfiger, and Zara 
targeting upper middle class people. Metro Walk mall is a budget mall located in New Delhi, 
targeting middle-income consumers; it carries domestic economy brands mostly with limited 
presence of international brands, such as Reebok.  
The arrival of new Western-style retail formats (i.e., malls) has prompted a surge in 
research studies investigating mall shopping behavior of Indian consumers over the last 10 years 
(Jamal, 2006). Numerous researchers (Batra, 2010; Jamal, 2006; Kuruvilla & Joshi, 2010; Mann, 
2012; Narang, 2010; Ram, Ravindran, & Sathish, 2011; Virdi, 2011) have explored mall 
patronage intentions, mall shoppers’ motives, and identification of shopper segments by profiling 
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Indian shoppers. A limited number of studies have explored consumer perspectives on the 
shopping experience offered by shopping malls in India (e.g., Batra, 2010; Khare, 2011; Mann, 
2012). According to Patel and Sharma (2009), consumers not only buy products and services, but 
they also buy benefits- both tangible and intangible. Some consumers may be satisfied with the 
purchases they made and some consumers enjoy the fun and excitement while making those 
purchases. Consumers not only evaluate the product assortments inside the mall but they also 
pay attention to the intangible cues inside the mall: colors, ambience, fragrance, lighting, and 
music (Tiwari & Abraham, 2010). Today’s malls not only offer consumer products and services 
but also memorable experiences.  
Numerous studies (e.g., Ghosh et al., 2010; Goel & Dewan, 2011) in the context of 
Indian organized retail have emphasized the importance of atmospherics and ambience. 
Researchers (e.g., Ahmed, Ghingold, & Dahari, 2007; Bansal & Bansal, 2012; Tiwari & 
Abraham, 2010) have explored how Bloch, Ridgway, and Dawson’s (1994) consumption 
benefits (i.e., aesthetics, escape, exploration, flow, epistemic, and social affiliation) play a role in 
mall shopping behavior of Indian consumers. The malls in India should provide consumers with 
more positive shopping experiences based on visual merchandising, aesthetic appeal, and an 
engaging and enjoyable atmosphere (Srinivasan & Srivastava, 2010) because although 
purchasing a product is still the main motivation for shopping, Indian consumers want shopping 
to provide a hedonic experience (Goel & Dewan, 2011). Each of these studies enhances and 
contributes to our knowledge of shopping malls in India. However, no study thus far has 
investigated the shopping mall experience in India using Pine and Gilmore’s (1999) “4Es”-- four 
experience realms (i.e., educational, entertainment, escapist, and esthetic) that are critical to fully 
engaging consumers (Pine & Gilmore, 1999). In the present study, I propose that Pine and 
17 
 
 
Gilmore’s (1999) four realms of experience (i.e., 4Es) may play a significant role in explaining 
the perceived value offered by retail stores in the mall and non-store aspects of the mall. The 
resulting perceived value will influence mall satisfaction and ultimately patronage intention 
toward the shopping mall. Also, perceived value associated with retail stores in the mall will 
influence willingness to buy from these retail stores, consequently leading to an intention to 
patronize the mall. An integrative framework of the consciousness-emotion-value (C-E-V) and 
cognition-affect-behavior (C-A-B) models within the Stimulus-Organism-Response (S-O-R) 
framework (Mehrabian & Russell, 1974), as proposed by Fiore and Kim (2007), is used as the 
conceptual framework for the study.   
Overarching Stimulus-Organism-Response (S-O-R) based Shopping Experience 
Framework 
 The Stimulus-Organism-Response (S-O-R) framework asserts that the physical 
environment contains stimuli (S) that influences an individual’s internal states (O), and 
ultimately these internal states determine a consumer’s approach-avoidance behavior (R) 
(Mehrabian & Russell, 1974). The S-O-R framework has been instrumental in numerous studies 
on store environment that examine its influence on consumer perceptions, affect, and store 
patronage intentions (e.g., Baker, Levy, & Grewal, 1992; Baker, Parasuraman, Grewal, & Voss, 
2002; Donovan & Rossiter, 1982). Reflecting the integrative (utilitarian and experiential) nature 
of shopping experience, Fiore and Kim (2007) proposed an overarching S-O-R based framework 
by incorporating components from two models: a) hedonic experience related consciousness-
emotion-value (C-E-V) model, and b) utilitarian experience related cognition-affect-behavior (C-
A-B) model. Whereas the C-A-B model reflects an information processing approach (Holbrook, 
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1986), it does not fully capture the experiential nature of emergent retail trends leading to 
purchasing decisions (Fiore & Kim, 2007). In this case, the C-E-V model, which focuses on the 
value derived from consumption experience, captures those aspects of the mall shopping 
experience that cannot be fully captured by the C-A-B model. The array of variables synthesized 
by Fiore and Kim (2007) align with the variables from the present study and hence an 
overarching integrative S-O-R framework (Fiore & Kim, 2007) is considered appropriate to 
explain the mall shopping experience in the present study.  
Environmental components (stimuli) of the mall and its retail stores   
 The retail environment in the mall contains stimulus cues that influence consumers’ 
states, and ultimately these internal states determine the consumer response. A cue is defined as 
“a characteristic, event, quality, or object, external to person that can be encoded and used to 
categorize a stimulus object” (Schellinck, 1982, p. 470). In the mall, there are various cues that 
intend to create the ideal shopping environment. Bitner (1992) proposed three dimensions of the 
retail environment that are termed the ‘servicescape’: 1) ambient conditions, 2) spatial layout and 
functionality, and 3) signs, symbols, and artifacts. Similarly Baker (1987) suggested three 
dimensions of the retail environment: ambience, design, and social factors. Ambient factors refer 
to elements such as temperature, music, and lighting in the mall. Design factors are the visual 
elements of space (e.g., mall décor, architecture, and layout). Social factors involve the presence 
of mall and retail store employees and the service they offer, as well as other shoppers in the 
mall. These stimuli contribute to Pine and Gilmore’s (1999) 4Es. For instance, in the shopping 
mall environment, a sensory rich setting and décor (ambience and design factors) contribute to 
an esthetic experience; employees and other shoppers (social factor) may contribute to an 
19 
 
 
educational experience. The C-E-V model’s environmental (input) variable emphasizes the 
importance of stimulus cues that must be seen, heard, tasted, felt, or smelled (Holbrook & 
Hirchman, 1982). Such cues may affect experiential value as well as functional value. For 
instance, crowding may add to the excitement of a special event (experiential value), but 
decrease service quality by creating long checkout queues (functional value). 
A consumer’s internal state (organism) 
Environmental stimuli induce two types of internal processes for an individual: affective 
and cognitive (Mehrabian & Russell, 1974; Zeithaml 1988). The internal results of these 
processes impact consumers’ shopping behavior. Consumers’ affective evaluations can be 
explained in terms of pleasure, arousal, and dominance (Mehrabian & Russell, 1974). Cognitive 
evaluations are associated with consumer beliefs, thoughts, and perceptions from direct and 
indirect interactions with the retail environment. Cognitive evaluations can shape affective 
responses related to retail environment and vice versa (Fiore & Kim, 2007). Cognitive 
evaluations include perceived value or benefits associated with non-store and retail store aspects 
of the mall and affective responses include overall mall satisfaction. Experiences, including the 
4Es, may contribute to emotional, social, and sensory appeal value, engage the consumer in a 
personal way (Pine & Gilmore, 1999), and produce pleasure. These consumer experiences may 
induce an affective response leading to greater approach behaviors (Donovan & Rossiter, 1982).  
In an integrative framework proposed by Fiore and Kim (2007), variables on 
consciousness, emotion, and value along with cognition and affect represent the processes within 
the organism. Consciousness expands beyond cognition (MacInnis & Price, 1987) and includes 
processes such as product use related fantasy (Fiore, 2002) and creative play (Holbrook, 1986). 
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The 4Es, which are central constructs of the experiential phenomenon, relate to the 
‘consciousness’ component (from C-E-V). For instance, esthetic and escapist experiences may 
be derived from envisioning a product use in an exotic multisensory setting. Satisfaction with the 
mall falls under the ‘affect’ component (from C-A-B) which is a summed subjective aspect of 
feeling (an overall evaluation). Perceived experiential and functional value fall under the ‘value’ 
component (from C-E-V) as the culmination of perceived benefits.     
Consumer behavior (response)  
 Consumer approach-avoidance behavior (response) is the result of internal processes of 
the organism. In a retail setting, approach (avoidance) behaviors include more (less) time spent 
in the store, tendency to spend more (less) money than originally planned, and patronage 
intentions, such as returning (not returning) to the store (Donovan & Rossiter, 1982). In the 
present study, willingness to buy from retail stores in the mall and patronage intention toward the 
mall constitute the ‘response’ which closely aligns with the ‘behavior’ component (from C-A-B). 
Using the integrative S-O-R framework (Fiore & Kim, 2007), Figure 1 summarizes the 
components of the mall shopping experience. 
Figure 1. Components Related to the Integrative S-O-R Framework for Shopping Experience in 
the Mall 
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Experience Economy Perspective 
      Consumers are viewed as not only rational decision makers who care about functional 
features and benefits but also as emotional human beings who are concerned with achieving 
hedonic experiences (Schmitt, 1999a). Such a shift from a purely logical information processing 
approach to a more hedonic, experiential view of consumption is evident in Tauber’s (1972) 
conclusion that shoppers are motivated by numerous psychosocial needs other than just acquiring 
products or services. Holbrook and Hirschman (1982) fleshed out the experiential view of 
consumption experience, which posits that an interaction with the product, service, and shopping 
environment can be intrinsically satisfying. Similarly, through the “Experience Economy” 
perspective, Pine and Gilmore (1999) emphasized that consumers are no longer satisfied with 
buying goods and services; they now desire engaging experiences. Pine and Gilmore’s 
perspective aligns with Schmitt’s (1999a) and Tauber’s (1972) way of looking at consumerism 
and focuses on providing experiences by indulging the consumers in fantasies, feelings, and fun 
(Holbrook & Hirschman, 1982). Thus, to succeed in the today’s marketplace, stores must create 
value for the consumer by engaging consumers through experiences that stimulate the 
consumers’ five senses, connect on a personal level, touch their hearts, and stimulate their minds 
(Pine & Gilmore, 1999; Schmitt, 1999b). 
   Pine and Gilmore (1999) proposed that experiences are broken into permeable quadrants 
(i.e., 4Es), based on their position along two axes: the horizontal axis reflects active/passive 
participation and the vertical axis reflects absorption/immersion with the environment (see 
Figure 2). Active participation experiences require the consumer to actively participate in the 
event, while passive participation requires more of a mental presence. The absorption axis 
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suggests that the consumer keeps a certain distance from the experience, while immersion 
requires the consumer to be fully drawn into the experience. The resulting four dimensions of 
experience are: educational, entertainment, escapist, and esthetic experiences, which will be 
described in detail below. 
 Scholars have shown the significance of various combinations of the 4Es in eliciting 
consumer responses in the study of tourism (Baerenholdt & Haldrup, 2006; Hosany & Witham, 
2010; Oh, Fiore, & Jeong, 2007), wine tourism (Lee & Chang, 2012; Quadri-Felitti, 2012; 
Quadri-Felitti & Fiore, 2012), online retailing (Jeong, Fiore, Niehm, & Lorenz, 2009), and 
mobile applications (Jeong, Lee, & Fiore, 2011). In regard to shopping malls, Wilhelm and 
Mottner (2005) found that teens in the US are almost twenty times more likely to opt for malls 
with lots of experiential characteristics than to go to the typical status quo mall. Similarly, 
through an exploratory study, Srinivasan and Srivastava (2010) concluded that Indian consumers 
enjoy coming to malls that provide an entertaining shopping experience and further emphasized 
that marketers are aiming to create consumer experiences that shall be cherished forever. I have 
found only two conceptual, exploratory studies (i.e., Pandey & Darji, 2011; Srinivasan & 
Srivastava, 2010) that have emphasized the importance and application of the experience 
economy concepts in Indian malls; as conceptual studies, they did not provide empirical 
evidence. Consequently, the present study aims to fill this void by empirically examining the 
applicability of the 4Es to understanding the shopping experience in Indian malls.
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Figure 2. Pine and Gilmore’s Experiential Realms and Respective Mall Activity Examples 
 
 
 
 
 
 
 
 
 
 
 
 
 
Note: Adapted from The Experience Economy, Pine and Gilmore, 1999, p. 30
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4Es in the Context of Indian Malls  
Educational experience 
Educational experiences lie in the active-absorption quadrant (Pine & Gilmore, 1999). 
These experiences take place through consumer’s active participation (e.g., painting or pottery 
class), where the mind and/or body are actively engaged to increase skills and knowledge by 
absorbing information presented. In terms of the retail element of shopping malls, Tauber (1972) 
stated that consumers shop not only with the intention to buy goods but also to learn about new 
trends through browsing and such learning may take place with or without a purchase. Moreover, 
Indian shopping malls are making an effort to provide an educational experience to shoppers 
through non-store elements. For instance, Sannapu and Singh (2012) conducted a study in the 
Select City Walk mall in South Delhi and found that mall management works with various 
literary groups to educate visitors in acting, and they offer arts and craft classes including 
painting and pottery. In the case of auto expositions held in the malls, consumers learn about new 
car models and new technological developments in the cars by actively participating in the car 
demonstrations.  
Entertainment experience 
Entertainment experiences lie in the passive-absorption quadrant (Pine & Gilmore, 1999). 
Entertainment experiences occur when consumers passively observe or absorb activities and/or 
performances without becoming part of them (e.g., listening to concerts or watching movies). In 
the context of malls, entertainment does not need to necessarily be separate from the retail 
experience (Wilhelm & Mottner, 2005); finding unusual or special stores is often quite exciting 
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and entertaining (Anderson, Burns, & Reid, 2003). In this case, window shopping is viewed as 
entertainment rather than an educational experience to learn about new trends, as explained 
above. Sources of non-store entertainment are plentiful and diverse within malls: restaurants, 
food courts, pubs, cinema halls, live performances, and special events (Rakesh & Khare, 2011). 
Such entertainment facilities draw traffic to Indian malls. Malls with both entertainment and 
retail outlets with a variety of brands were considered as the ideal destination for Indian 
shoppers. Ansal Plaza, a mall in Delhi organizes cultural functions such as fashion shows, live 
performances by bands, and performing arts to entertain the mall visitors (Sannapu & Singh, 
2012). In the context of malls in Chennai, Anuradha and Manohar (2011) found that malls with 
entertainment facilities (e.g., multiplex theatre, video games, snow bowling) attract shoppers and 
consider a theater as an advantageous feature of the mall irrespective of whether shoppers visit 
the theater.  
Escapist experience  
Escapist experiences lie in the active-immersion quadrant (Pine & Gilmore, 1999). 
Escapist experiences are wherein consumers actively participate in shaping the experience and 
immerse themselves to become part of the activity (e.g., virtual reality games or recreational 
activities). In terms of the retail element of shopping malls, retailers selling outdoor equipment 
for recreational activities can add target ranges or climbing walls as an escapist experience for 
shoppers. For example, Recreational Equipment Inc. (REI) erected a 55 foot mountain that 
customer could climb to test out gear (Pine & Gilmore, 1999). Here, the shoppers are taking on 
the role of rock climber. Play zones for children, discotheques for youth, and amusement rides 
would offer a non-store escapist element of the mall. For instance, the virtual roller coasters in 
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the Select City Walk mall in south Delhi provide an escapist experience for mall visitors 
(Sannapu & Singh, 2012). Auto exhibits may provide an escapist experience where visitors can 
sit in their dream cars and fantasize about driving the car on the open road of Germany’s 
Autobahn and not the crowded streets of India’s cities.    
Esthetic experience 
Esthetic experiences lie in the passive-immersion quadrant (Pine & Gilmore, 1999). In 
esthetic experiences, consumers passively engage with and immerse themselves in a sensory-rich 
setting without altering the nature of the setting (e.g., retail store and mall interior design). The 
architectural layout of a building and its landscape initiate experiences through their esthetic 
appeal (Allingham, 2009). Numerous studies (i.e., Ghosh et al., 2010; Goel & Dewan, 2011) 
have emphasized the importance of atmospherics or ambience in the context of Indian organized 
retail. Atmospherics--the mall interior design, layout, lighting, and music--create an esthetic 
experience.   
 Thus, the above discussion on the 4Es in retail store and non-store aspects of Indian 
shopping malls suggests that the 4Es play a critical role in creating an experience for consumers. 
Furthermore, Anuradha and Manohar (2011) found that consumers prefer to visit a mall instead 
of an independent retail outlet because of mall ambience (esthetic experience); arts and craft 
classes (educational experience) (Sannapu & Singh, 2012); events in the mall such as food 
festivals, handicraft exhibitions, and cultural events (entertainment experience) (Rakesh & 
Khare, 2011); and recreational activities (escapist experience) (Sannapu & Singh, 2012). Thus, 
all 4Es may engage Indian mall visitors. In line with studies examining the impact of the 4Es on 
tourism and retail consumer responses (e.g., Hosany & Witham, 2010; Jeong et al., 2009), the 
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present study adapts Oh et al.’s (2007) validated measure to examine the influence of 4Es in the 
Indian malls context. 
Perceived Value 
Perceived value is considered to be an important factor that influences consumer behavior 
(Ali, 2007; Gallarza & Saura, 2006). Numerous researchers (e.g., Sanchez, Callarisa, Rodriguez, 
& Moliner, 2006; Zeithaml, 1988) have examined perceived value and its dimensions (Al-
Sabbahy, Ekinci, & Riley, 2004; Petrick, 2002). However, one clear definition of the concept has 
yet to be agreed upon because of the concept’s subjective and dynamic nature (Boksberger & 
Melsen, 2011; Piercy & Morgan, 1997; Woodruff, 1997).  
Value conceptualizations can be grouped into three categories: a) benefits-sacrifices 
models, b) value component models, and c) means-end models (Singh, 2006). The benefit-
sacrifice value represents a tradeoff between benefits (e.g., quality) received and the sacrifices 
made (e.g., price) (Zeithaml, 1988). In other words, it is the ‘gets versus the gives’ approach and 
these are not limited to instrumental benefits alone (Singh, 2006). For example, different kinds of 
sacrifices (e.g., time, effort, psychological involvement) might be made to receive different 
benefits (e.g., emotional, social, relationship) from products, services, and experiences (Keller, 
1998; Petrick, 2002; Sanchez et al., 2006). Thus, perceived benefits and sacrifices include both 
cognitive and affective elements (Boksberger & Melsen, 2011).  
The value component model emphasizes the importance of the benefits perceived 
irrespective of the cost/sacrifices made to acquire such benefits (Singh, 2006). Thus, value is not 
seen as a trade-off between sacrifices and benefits. Perceived value from the shopping 
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experience was well described by Fiore (2008, p. 635) as “perceived benefits derived from the 
elements of the shopping environment, including goods (products); services; experiential events 
(e.g., educational cookware demonstrations); and social (e.g., interactions with brand 
representatives), design (e.g., size of the store), and ambient (e.g., temperature, music, scent) 
retail environment factors.” Lastly, in the means-end models, value is derived when products and 
services acquired by the consumer allow them to achieve favorable ends (Singh, 2006).   
The perceived value construct has been extended from a uni-dimensional construct (e.g., 
scale such as “value for money”) (Tam, 1999) to a multi-dimensional construct (Sweeny & 
Soutar, 2001). One-dimensional scales do not address the whole concept of perceived value 
(Gallarza & Saura, 2006), because perceived value is a richer measure of consumers’ overall 
assessment (Bolton & Drew, 1991). The multi-dimensional approach helps us to overcome some 
of the problems of the uni-dimensional traditional approach, such as its excessive focus on 
economic utility (Zeithaml, 1988). Also, a multi-dimensional approach to value captures the new 
theoretical developments in the area of consumer behavior, such as the important role of feelings, 
hedonic, and experiential consumption. Therefore, measuring the multiple dimensions of 
perceived value is recommended (Gallarza & Saura, 2006; Sweeney & Soutar, 2001) and is 
adapted in the present study.  
There are various perspectives on the components of perceived value: hedonic and 
utilitarian value (Babin et al., 1994), five types of value (i.e., functional, conditional, social, 
emotional, and epistemic value) (Sheth, Newman, & Gross, 1991), and acquisition and 
transactional value (Grewal et al., 1998). Among these, Sheth et al.’s (1991) theoretical 
framework of perceived value is broadest. Based on Sheth et al.’s (1991) perceived value 
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framework, Sweeney & Soutar (2001) developed a perceived value scale (i.e., PERVAL) for a 
retail purchase context with four distinct components: emotional, social, functional (quality), and 
functional (price). These multiple value dimensions perform better than a single dimension 
(Prebensen, Woo, Chen, & Uysal, 2013) in explaining consumer choice and investigating 
consumption value (Sweeney & Soutar, 2001).  
Although Sweeney & Soutar’s (2001) PERVAL scale has been used for assessing 
consumer perceptions of the value of durable goods, more recently it has been successfully 
applied in the context of adventure tourism (Williams & Soutar, 2009), destination tourism 
experiences (Prebensen et al., 2013), and urban Indian consumers’ purchase intention at Western 
retail formats (Mann, 2012). Therefore, this multi-dimensional view of perceived value by 
Sweeney & Soutar (2001) is suitable in the context of the present study where the consumer is 
viewed as not only a rational shopper but also as an experience seeker. The present study adapts 
Sweeney and Soutar’s (2001) four types of value (emotional, social, functional quality, and 
functional price) and also include sensory appeal value, functional service quality value, and 
efficiency value to more completely reflect the benefits offered by the retail environment. In the 
present study, these value types are divided into two groups: a) experiential value (i.e., 
emotional, social, and sensory appeal value) that is likely desired by experience seekers and 
influenced by the 4Es, and b) functional value (i.e., quality, price, service quality, and efficiency 
value) that is likely of great importance to rational shoppers and not considered to be influenced 
by the 4Es. Perceived value must be considered in two contexts: the non-store aspects of the mall 
and retail stores in the mall. What contributes to the uniqueness of the present study is the 
exploration of the specific types of value derived from both retail stores and non-store aspects of 
the mall shopping experiences that form an overall shopping experience. 
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Perceived Experiential Value Associated with Retail Stores and Non-Store Aspects of the 
Mall 
Emotional value 
Emotional value is described as the benefits derived from feelings such as pleasure and 
joy or the affective states that a product generates (Sweeney & Soutar, 2001). Emotional value is 
derived from tangible products (Sweeney & Soutar, 2001) as well as intangible aspects of 
shopping, such as browsing (Bloch & Richins, 1983). Benefits derived from the feelings such as 
pleasure and joy forms the emotional value (Sweeney & Soutar, 2001) and such emotional value 
is important in explaining consumer perceptions (Sweeney & Soutar, 2001).       
Social value  
Social value is derived from the product’s ability to enhance social self-concept--gaining 
status that requires validation by others (Sweeney & Soutar, 2001). It refers to a consumer’s 
social approval by others for shopping at retail outlets in the mall. For consumers, a wide range 
of social needs exists, one of which is to obtain social status (Cox et al., 2005). In Indian urban 
markets, prestige has precedence over practicality in consumer decisions (Bullis, 1997). Such 
needs lead to the desire for social value; consumers shop to gain social status (Goldsmith, Flynn, 
& Moore, 1996). The presence of expensive and exclusive brands adds to the perception of malls 
being elite place for elite consumers (Varman & Belk, 2012). Visiting malls is thus considered to 
be a status seeking behavior, and of great social value to Indian consumers (Mann, 2012).     
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Sensory appeal value 
Sensory appeal value is the benefit derived from the elements of the retail setting that 
please the five senses of the consumer (Smith & Colgate, 2007) and encompasses the design, 
physical attractiveness, and beauty of the retail setting (Holbrook, 1994; Mathwick et al., 2001). 
Retail store design includes not only functional goals such as easy movement in the store and 
ease in finding products, but also esthetic appeal (Singh, 2006), as in evidenced by captivating 
window displays. Through the use of lavish designs, colors, layouts, and ambience (e.g., lighting, 
music, smell, temperature) retailers create an appealing atmosphere to engage consumers in the 
retail stores (Singh, 2006) that can prove to be relaxing and pleasurable to the consumers. 
Restaurants and some retail companies focus heavily on sensory value, which is broader than just 
visual appeal value (Smith & Colgate, 2007). Consumers who perceive the shopping experience 
to be more than a functional activity respond positively to the sensory elements of the retail 
setting (Singh, 2006). Therefore, the sensory appeal value is considered critical in the present 
study. 
Perceived Functional Value Associated with Retail Stores in the Mall 
Perceived quality value 
Sweeney and Soutar (2001) described perceived quality value as the benefits derived 
from characteristics or attributes of the product, such as reliability and durability and expected 
performance of the product. Zeithaml (1988, p. 3) defined perceived quality as “consumers’ 
judgment about a product’s overall excellence or superiority.” In the context of retail stores in 
the mall, quality is not limited to products, but can be extended to retail services and retail 
environments in terms of their performance and consistency (Sweeney & Soutar, 2001). Retail 
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stores in the mall can offer quality value through consistent quality of products, services, and 
environments. Quality is crucial in the perceived value literature. Traditionally, functional value 
is the primary driver in the consumer decision-making process (Sheth et al., 1991); attributes 
such as reliability and durability are important in the process. Therefore, perceived functional 
quality value is important for retail stores in the mall.  
Perceived price value  
Perceived price value is described as the benefits derived from the product due to the 
reduction of its perceived short-term and long-term monetary sacrifices (Sweeney & Soutar, 
2001). It is also described as value for the money. Monetary price is central to perceived value 
related to the service context (Petrick, 2002). Traditionally, Indian consumers are price 
conscious, but they are beginning to shift their focus from low prices to value for money 
(Mishra, 2007). Retail stores in Indian malls are considered to be more expensive because of the 
elite reputation of the shopping malls (Varman & Belk, 2012). In this situation, if the consumer 
feels that retail stores in the mall offer value for the money, (i.e., good products and services for 
the price they are paying), then perceived price value will be higher which can influence 
consumers’ willingness to buy from these retail stores. Therefore, it becomes critical to measure 
the perceived price value associated with retail stores in the mall.  
Perceived service quality value 
Service quality has been widely studied construct as a component of perceived functional 
value (Cengiz & Kirbir, 2007; Gallarza & Saura, 2006). Parasuraman, Zeithaml, and Berry 
(1985) emphasized that the performance perception of service quality, specifically performed by 
retail staff, plays a significant role in the perception of overall service quality value (Sweeney, 
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Soutar, & Johnson, 1999). Jain (2010) found that younger Indian consumers going to the malls 
desire for staff to be knowledgeable about their products, well groomed, and courteous. Highly 
skilled staff and employees assist in providing an experience to shoppers (Srinivasan & 
Srivastava, 2010). In a multi-cross cultural study, Keillor, Lewison, Hult, and Hauser (2007) 
found that in cultures such as India, where higher emphasis is placed on human interactions than 
the acquisition of products, experience of the service quality outweighs the product aspect.   
A Consumer’s feeling of “freedom” while shopping is also an important aspect of service 
quality. In the present study, this feeling of “freedom” is termed, “pester-free shopping”. 
Researchers have found that consumers become annoyed when sales staff pressures them to buy 
a product (Pandey & Darji, 2011); consumers want help of sales personnel only when they ask 
for it (Jain, 2010). Consumers want to control the human interaction with the service staff in 
retail settings. Thus, consumers feel a sense of freedom to shop without any pressure from sales 
staff (Sachdeva & Tripathi, 2008). I could not identify any existing scales that measured such 
“pester-free shopping” variables as a part of service quality value. The present study expects 
“pester-free shopping” to be an important part of perceived service quality value. In conclusion, 
perceived service quality value is important for retail stores in the mall. 
Perceived Functional Value Associated with Non-Store Aspects of the Mall 
Perceived efficiency value  
Mathwick et al. (2001) constructed perceived efficiency value as how efficiently and 
effectively the shopping task is completed. Consumers are attracted to the mall because of the 
hedonic motives (e.g., entertainment, fun, relaxation, social interaction) as well as functional 
(e.g., convenience, efficiency) (Kim, 2002). Shopping malls have a variety of stores with a 
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plethora of different brands. Thus, it makes them one-stop destinations for consumers (Bansal & 
Bansal, 2012) because of the ease of shopping (Anuradha & Manohar, 2011). Furthermore, 
consumers find the malls convenient (Singh, Kaur, & Kaur, 2011). Consumers can watch a 
movie in the multiplex theatres in the mall, then have dinner in the mall restaurants, and purchase 
goods from retail stores in the mall. All of these activities happen “under one roof”. Therefore, in 
the present study, it is expected that shopping in malls makes a consumer’s life easier, allowing 
him or her to shop efficiently and effectively. Thus, perceived efficiency value is important 
functional value associated with the non-store aspects of the mall. 
Based on the extant literature in the field of perceived value, and the fact that the present 
study is using the experience economy perspective (Pine & Gilmore, 1999), two types of 
perceived value: emotional, social (Sweeny & Soutar, 2001) are predicted to be influenced by the 
4Es in retail store and non-store aspects of mall shopping experiences. Also, sensory appeal 
value (Mathwick et al., 2001) is additionally included because of its potential importance in the 
experiential context, influenced by the 4Es. There are other types of functional value that are not 
predicted to be influenced by the 4Es but still will be crucial in retail (e.g., functional price, 
functional quality, and functional service quality) and non-store aspects (e.g., efficiency value) of 
the mall shopping experiences. The next section discusses the types of value in retail store and 
non-store aspects of the mall shopping experiences that will be influenced by the 4Es in 
connection with 4Es. 
Influence of the 4Es on Perceived Experiential Value Associated with Retail Stores and 
Non-Store Aspects of the Mall    
 
35 
 
 
Educational experience and perceived emotional value 
Ryan and Deci (2000) found that educational experiences inherently result in a sense of 
pleasure. Packer (2006) used the term ‘learning for fun’ when referring to the phenomenon 
where museum visitors engage in learning experiences because they value and enjoy the process 
of learning. Packer supported the proposition that some people engage in a learning experience 
for its pure enjoyment value. Any learning is transformative (Packer, 2006) and people value 
experiences that are transformative (e.g., experiences boosting personal capabilities or sense of 
wonder and appreciation) (Pine & Gilmore, 1999).  
As noted earlier, educational experiences take place through a consumer’s active 
participation (Pine & Gilmore, 1999) in retail store and non-store elements of the mall shopping 
experience such as browsing and learning about new trends in retail and taking part in arts and 
craft classes, respectively. Emotional value (e.g., pleasure or arousal) may be derived from 
browsing (Bloch & Richins, 1983) and when curiosity and desire for knowledge is satisfied 
(Litman, 2005) during other mall related educational experiences. Therefore, the following 
hypotheses were proposed: 
H1a: Educational experience positively influences perceived emotional value associated 
with the retail stores in the mall. 
H1b: Educational experience positively influences perceived emotional value associated 
with the non-store aspects of the mall.  
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Entertainment experience and perceived emotional value    
Researchers (e.g., Jamal, 2006; Wakefield & Baker, 1998) have emphasized the 
importance of fun activities that add to the entertainment experience and higher emotional value 
of shopping experience. Such experiences are enjoyable and create positive emotions in the 
person who experiences it (Lorentzen, 2009). Emotional value is applicable for intangible 
aspects such as window shopping (Bloch & Richins, 1983), which enhances the overall 
perceived value of shopping from the organized retail stores (Gupta, Jain, & Jain, 2009).  
Entertainment experiences from retail store (e.g., window shopping) and non-store 
elements (e.g., food courts, pubs, multiplexes, performance, and special events) of the mall 
shopping experience may influence the emotional value. Consumers prefer to visit a mall 
because it offers entertainment experiences (Anuradha & Manohar, 2011) partly due to the 
positive relationship between entertainment and value (Christiansen, Comer, Feinberg, & Rinne, 
1999). Entertainment can be a part of the positive experiences to increase footfall, higher 
probability of patronage, and mall profitability (Shim & Eastlick, 1998). Shoppers may engage 
themselves through observation of other’s shopping activities leading to a sense of pleasure 
(Fisher & Arnold, 1990). Benefits derived from pleasure forms the emotional value (Sweeney & 
Soutar, 2001). Therefore, the following hypotheses were proposed: 
H2a: Entertainment experience positively influences perceived emotional value 
associated with the retail stores in the mall.  
H2b: Entertainment experience positively influences perceived emotional value 
associated with non-store aspects of the mall.  
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Escapist experience, perceived emotional value, and perceived social value 
Escapist shopping experiences are identified as fun (Babin et al., 1994). Fiore and Ogle 
(2000) noted that consumption experience includes creating an “alternative existence,” in which 
the consumer fantasizes involvement in pleasant scenarios that include a product. Consumers 
seek pleasure from the imaginative experiences (Sherry, 1990).  
Escapist experiences from retail store (e.g., rock climbing wall at store) and non-store 
(e.g., amusement rides, virtual roller coasters, and auto expositions) elements of the shopping 
mall experience may influence the emotional and social value. In Delhi malls, consumers 
perceived shopping to be an escape from their daily routine; they become part of the shopping 
experience outside their homes by fulfilling a different role (Jamal, 2006) such as rock climber. 
Such escapist experiences offer fun. Fun and pleasure contribute to emotional value from the 
mall experience. Therefore, the following hypotheses were proposed: 
H3a: Escapist experience positively influences perceived emotional value associated with 
the retail stores in the mall.  
H3b: Escapist experience positively influences perceived emotional value associated with 
non-store aspects of the mall.         
One of the reasons Indian consumers visit malls is the social pride and prestige associated 
with mall shopping (Anuradha & Manohar, 2011). Consumers shop not only with the intention to 
buy goods but also to gain approval from the society (Tauber, 1972). Through a naturalistic 
inquiry, Varman and Belk (2012) found that young, middle-class Indian consumers visit malls to 
transform their third world identities and pursuit their desire for being modern, western, and 
developed in the society. For these young consumers, visiting malls is an escapist experience 
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through which they want to achieve higher social value. Therefore, the following hypotheses 
were proposed: 
H4a: Escapist experience positively influences perceived social value associated with the 
retail stores in the mall.  
H4b: Escapist experience positively influences perceived social value associated with 
non-store aspects of the mall.   
Esthetic experience, perceived emotional value, and perceived sensory appeal value 
 Academic and industry research has illustrated that the environment positively influences 
a consumer’s emotional value and behaviors (Wright, Newman, & Dennis, 2006). Walls (2009) 
found that environmental cues derived from atmospherics and servicescapes, such as 
architectural design, signage, layout and cleanliness, and ambience of a hotel influence perceived 
emotion value. Similarly, the design elements of a mall, including the retail stores’ design, 
window displays, lighting, and visual branding along with the mall’s interior design, layout, 
lighting, and music influence the two dimensions of emotional experience, pleasure (Arnold & 
Reynolds, 2003; Holbrook & Hirschman, 1982) and excitement (arousal) level of the mall 
(Wakefield & Baker, 1998). In a study of the apparel retail environment, Lafond (2007) found 
that aesthetic elements of the retail store design increase positive feelings among adolescent 
consumers. Wilhelm and Mottner (2005) emphasized the contribution of esthetic experiences to 
teens’ mall shopping enjoyment. Enjoyment contributes to emotional value (Sweeney & Soutar, 
2001). Thus, the esthetic experience, shaped by design elements, contributes to emotional value. 
As such, the present study predicts the influence of the esthetic experience on the perceived 
emotional value. Therefore, the following hypotheses were proposed: 
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H5a: Esthetic experience positively influences perceived emotional value associated with 
the retail stores in the mall.  
H5b: Esthetic experience positively influences perceived emotional value associated with 
non-store aspects of the mall.  
  Consumers passively engage and immerse themselves through esthetic experiences with 
the sensory-rich retail setting (Pine & Gilmore, 1999). Esthetic experiences provide sensory 
pleasure through attention to design detail and a sense of design harmony. To satisfy the 
consumer’s desire for sensory stimulation, architecturally rich design elements are used to 
highlight the mall interiors (Ahmed et al., 2007). Sensory aspects such as scent of the retail 
environment and music played in the mall provide sensual pleasure (Fiore, Yah, & Yoh, 2000; 
Mattila & Wirtz, 2001; Michon, Chebat, & Turley, 2005). Benefits derived from the visual 
elements, ambience, aesthetics, aroma, and feel that please the five senses of the consumer form 
the sensory appeal value (Smith & Colgate, 2007). Thus, the present study predicts that esthetic 
experiences influence the perceived sensory appeal value. Therefore, the following hypotheses 
were proposed: 
H6a: Esthetic experience positively influences perceived sensory appeal value associated 
with the retail stores in the mall.  
H6b: Esthetic experience positively influences perceived sensory appeal value associated 
with non-store aspects of the mall.  
See Figure 3 for the hypothesized relationships in the proposed model.  
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Relationships between Perceived Value, Willingness to Buy from Retail Stores in the Mall, 
Satisfaction with the Mall, and the Patronage Intention toward the Mall 
Perceived value is composed of all objective and subjective factors that form buying 
experience (Schechter, 1984). A combination of rational and emotional benefits is important in 
the appeal of products or services (MacKay, 1999). Therefore, the present study examines two 
sets of benefits, those influenced by 4Es (i.e., emotional, social, and sensory appeal value) and 
those not influenced by the 4Es (i.e., functional value types such as quality, price, service 
quality, and efficiency value), but still important in shaping the value derived from the mall 
shopping experience. The two sets of perceived value associated with retail stores in the mall and 
the non-store aspects of the mall may affect a consumer’s willingness to buy from retail store in 
the mall, satisfaction with the mall, and the patronage intention toward the mall, as discussed 
below.    
Relationships between the perceived value, willingness to buy from the retail stores, and 
mall patronage intention 
 Grewal et al. (1998, p. 48) defined willingness to buy as the “likelihood that the 
consumer intends to purchase products”, whereas, patronage intention is an overall measure 
capturing likelihood and willingness to shop, buy, and willingness to recommend to others 
(Grewal et al., 2003). Thus, patronage intention toward a mall includes the willingness to buy 
from that mall and similarly patronage intention toward a retail store includes the willingness to 
buy from that retail store. Therefore, willingness to buy and patronage intention are related. In 
the present study, retail stores in the mall are part of the mall that also includes non-store aspects. 
The present research wants to investigate the issue of higher foot traffic in the mall but lower 
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conversion of mall visitors into actual buyers associated with retail stores in the mall. In light of 
this issue, it will be interesting to see the influence of willingness to buy from the retail stores in 
the mall on to the patronage intention toward mall. Here, willingness to buy and patronage 
intention are related to two different entities (i.e., retail stores in the mall and the mall, 
respectively). There is a rich body of research that reflects the conceptual and practical 
importance of patronage intention (Pan & Jinkhan, 2006). As such it is the final criteria variable 
for the study.         
Studies have demonstrated that perceived value is a direct antecedent of behavioral 
intentions (Cronin et al., 2000; Dodds, Monroe, & Grewal, 1991; Petrick & Backman, 2002; 
Tam 1999). In particular, previous studies (Keng, Huang, Zheng, & Hsu, 2007) have shown that 
the perceived experiential value positively influences behavioral intention. Sweeney & Soutar 
(2001) found that the emotional value predicted willingness to buy products from the retail 
stores. Various emotional states such as fun, playfulness, fantasy, and escapism (Holbrook & 
Hirschman, 1982) that are often aroused during the shopping experience may positively affect 
the purchase decision (Babin et al., 1994). Moreover, Mann (2012) found that the perceived 
emotional value was an important predictor of young Indian consumers’ purchase intention in 
western retail formats when perceived behavioral control (i.e., can afford the prices) was added 
as a moderator. In another study, emotional value was found to be an important factor 
influencing purchase intention toward both U.S. and local Indian brands (Kumar, Lee, & Kim, 
2009).  
Social value may play an important role in purchasing products such as clothing and 
jewelry (Sheth et al., 1991), and social value associated with retail stores in the mall may 
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encourage Indian consumers to buy from these retail stores. Malls have retail stores that carry 
exclusive national and international brands under one roof, which makes it an elite place to visit 
(Varman & Belk, 2012). Visiting these retail stores is considered as status seeking behavior, and 
of great social value to Indian consumers (Mann, 2012). Such visits ultimately may lead to 
consumers buying the brand’s status-enhancing products from the retail stores in the mall.      
Consumers respond positively to the sensory elements of the retail setting (Singh, 2006), 
and thus sensory appeal value may influence the consumers’ willingness to buy from retail stores 
in the mall. The multisensory context of the shopping experience has increased purchase 
intention (Gallo, 2012). Multisensory shopping experience helps the brain to engage with the 
product or service on an emotional level, which stimulates information retention and the 
willingness to buy (Gallo, 2012). Therefore, the following hypothesis was proposed: 
H7a: Perceived experiential value (i.e., emotional, social, and sensory appeal value) 
associated with the retail stores in the mall positively influences willingness to buy from 
these stores. 
 Empirical research (e.g., Dodds et al., 1991; Monroe, 1990; Zeithaml, 1988) suggests that 
perceived functional value (i.e., price and quality value) leads to consumers’ intention to 
purchase from an organized retail store (Gupta et al., 2009). Consumers tend to purchase from 
vendors who offer maximal value (i.e., value for money) through their products and services 
(Kahneman & Tversky, 1979; Thaler, 1985; Zeithaml, 1988). For Indian consumers, service 
quality positively influences their purchase intentions in the retailing context (Keillor et al., 
2007). In the retailing context, perceived functional value (i.e., price, quality, and service quality 
value), conceptualized as an antecedent, was the main predictor of purchase intentions (Bolton & 
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Drew, 1991; Cronin, Brady, Brand, Hightower, & Shemwell, 1997; Grewal, Krishnan, Baker, & 
Borin, 1998; Zeithaml, 1998). Sweeney and Soutar (2001) found a significant positive 
relationship between perceived functional value and willingness to buy (Sweeney & Soutar, 
2001). Therefore, the following hypothesis was proposed:  
H7b: Perceived functional value (i.e., price, quality, and service quality) associated with 
the retail stores in the mall positively influences willingness to buy from these stores.  
As noted earlier, willingness to buy is an integral part of patronage intention (Grewal et 
al., 2003) and the critical issue here is to convert large amounts of foot traffic into higher sales, 
which can be crucial for the success of both the retail stores in the mall and the mall. Consumers’ 
willingness to buy from these retail stores may positively influence patronage intention toward 
the mall because one of the reasons for patronizing the mall is to buy from its retail stores, which 
is separate from patronizing the mall just to browse or visit the mall as an attraction.  
Whereas Chilean consumers’ mall visits were primarily driven by purchase intention 
(Nicholls, Li, Mandokovic, Roslow, & Kranendonk, 2000), it cannot be assumed this is true of 
consumers in all developing nations. In the case of Indian consumers, willingness to spend 
money with organized retailers is on the rise (Goel, 2006). Over the past few years, India’s 
affluent middle class has demonstrated its willingness to pay for a fun shopping environment, 
broader merchandise selection, better service, pricing transparency, convenience, and reliability 
(Goel, 2006) that are found in the organized retail stores in the mall. Consumers willing to buy 
from the retail stores in the mall are expected to visit the mall for shopping, buying, and 
spreading positive word of mouth about the mall. Therefore, the following hypothesis was 
proposed:   
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H8: Willingness to buy from the retail stores in the mall positively influences the 
patronage intention toward the mall.     
Relationships between the perceived value, satisfaction, and mall patronage intention  
Perceived value is a direct antecedent of consumer satisfaction (Gallarza & Saura, 2006; 
Sanchez et al., 2006; Woodruff, 1997). Researchers have tested the relationships between value, 
satisfaction, and the patronage intention toward retail stores (Carpenter & Fairhurst, 2005; Cottet 
et al., 2006) and non-store service settings (Babin et al., 2005; Cronin et al., 2000) and found that 
perceived value exhibits a strong and significant impact on satisfaction. Furthermore, they found 
satisfaction to be a predictor of behavioral intentions (Babin et al., 2005; Carpenter & Fairhurst, 
2005; Cronin et al., 2000; Gallarza & Saura, 2006) such as loyalty, word of mouth, and 
likelihood to return.  
Consumers’ initial assessment (perceived value) of shopping experience influences 
his/her cumulative evaluation of the shopping experience (satisfaction with the mall), which 
ultimately determines a behavioral response (patronage intention) (Ha & Im, 2012). In the 
present research, satisfaction with the shopping mall represents consumers’ cumulative 
evaluation of shopping based on the products, services, and experiences at the mall. Therefore, it 
includes retail store and non-store elements of the mall.  
As noted earlier, non-store aspects of the mall shopping experience affect perceptions of 
value (i.e., emotional, social, and sensory appeal value), which are influenced by the 4Es and 
functional value (i.e., efficiency). Prior research indicates that mall satisfaction is affected by 
both hedonic and functional value (Ha & Im, 2012). The 4Es from the mall environment may 
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stimulate a consumer’s emotional pleasure, social status, and sensory pleasure, elevating both 
functional and hedonic value, which consequently enhances the consumer’s satisfaction level 
with the mall. Also, if shopping in malls makes a consumer’s life easier and more enjoyable, 
then the satisfaction level with the mall will be enhanced. For instance, Bansal and Bansal (2012) 
found that consumer satisfaction with the Chandigarh mall was due to efficiency value--ease of 
shopping, and convenience. Consumers find the mall convenient and efficient (Singh et al., 
2011) because they can watch a movie in the multiplex theatre in the mall, eat in the mall 
restaurants/food court, take part in the mall organized events and activities, and buy products of 
different brands. All these activities happen under one roof. Therefore, the following hypotheses 
were proposed:  
H9a: Perceived experiential value (i.e., emotional, social, and sensory appeal value) 
associated with the non-store aspects of mall positively influences the satisfaction with 
the mall.  
H9b: Perceived functional value (efficiency) associated with the non-store aspects of 
mall positively influences the satisfaction with the mall. 
Understanding consumers’ perceptions of value can help mall retailers develop better 
shopping environments that satisfy consumers (Ahmed et al., 2007). Prior research found that 
both functional and hedonic value influences the satisfaction with retailer (Jones, Reynolds, & 
Arnold, 2006). Retail stores in the mall are part of the mall that contributes to a consumer’s mall 
shopping experience. If retail stores in a mall provide functional value (i.e., price, quality, and 
service quality) and experiential value from the 4Es (emotional, social, and sensory appeal 
47 
 
 
value), then a consumer’s cumulative evaluation of the mall will be enhanced. Therefore, the 
following hypotheses were proposed:   
H10a: Perceived experiential value (i.e., emotional, social, and sensory appeal value) 
associated with the retail stores in the mall positively influences the satisfaction with the 
mall. 
H10b: Perceived functional value (i.e., price, quality, and service quality) associated with 
the retail stores in the mall positively influences the satisfaction with the mall. 
Satisfaction plays important role in predicting behavioral intentions (Kim & Damhorst, 
2010). The role of mall satisfaction in predicting the patronage intention toward mall is well 
established (Batra, 2010). Satisfied consumers are more likely to exhibit favorable behavioral 
intentions such as positive word of mouth, recommending the product/service to others, and 
making repeat visits (Cronin et al., 2000), including repeat visits to and recommendations to 
friends or family about malls (Batra, 2010; Ha & Im, 2012). Therefore, the following hypothesis 
was proposed: 
H11: Satisfaction with the mall positively influences the patronage intention toward the 
mall. 
 Satisfaction is considered a good predictor of purchase-related responses, such as 
repurchase intention, willingness to buy, and brand choice (Tsiotsou, 2005). A study by Tsiotsou 
(2005) investigated the effect of overall satisfaction with the product on purchase intentions and 
found a significant positive relationship between them. Using a mall intercept survey for 
Mexican consumers, Taylor, Nicholson, Milan, and Martinez (1997) found that satisfaction 
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judgments related to service settings contribute to purchase intentions. There exists substantial 
evidence that satisfaction with products/services affects intention to buy (Cronin & Taylor, 1992; 
Taylor & Baker, 1994; Wesley, LeHew, & Woodside, 2006). Also, in the context of wine 
tourism, researchers (e.g., Gomez & Kelley, 2013; Nowak & Newton, 2006) found that 
satisfaction with the wine tasting room experience positively affects winery sales and profits. 
Thus, this study predicts that satisfaction with the mall, made up of products, services, and 
experiences, will have a positive impact on willingness to buy from retail stores in the mall. 
Therefore, the following hypothesis was proposed: 
H12: Satisfaction with the mall positively influences the willingness to buy from the 
retail stores in the mall. 
See Figure 4 for the proposed model of the present study.  
 To test a series of hypotheses (H1-H12), instead of using one holistic model consisting of 
all latent variables, two separate research models (i.e., model 1 and model 2) were presented. By 
having two models, one can look at the influence of the 4Es on each of the first order 
experiential value (i.e., emotional, social, and sensory appeal) in the first model and the influence 
of second order value variables (i.e., experiential and functional) on the outcome variables in the 
second model. Also, to maintain statistical power the number of parameters should not exceed 
the number of observations in the data set (Byrne, 1998). Using two small models with fewer 
parameters than one model with a larger number of parameters allowed the required criteria 
between number of observations and number of parameters to be maintained.   
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Figure 4. Hypothesized Model 2 
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Mall Foot Traffic and Generation of Sales Issue 
Although malls attract a large amount of foot traffic, malls have a difficult time turning 
those visitors into actual customers, which sours the relationship between the mall management 
and the mall’s retail tenants (Mitra, 2006; Prayag, 2006). Despite the large crowds at the mall, if 
the money spent by consumers is low, then the mall does not receive any benefit (Bickle & 
Shim, 2001). Khare and Rakesh (2010, 2011) investigated the relationship between tenants and 
malls. They determined the level of impact of the mall on generating sales for mall retailers and 
consequently generating profits. Retailers open their stores in the malls with a hope that the mall 
background would help them to increase sales (Khare & Rakesh, 2010). These retailers were 
willing to pay high rent for having space in malls with attractive ambience, architecture, layout, 
design, multiple entertainment facilities and multiple services which generates more consumer 
traffic (Khare & Rakesh, 2010) and hopefully more sales. To investigate the impact of malls on 
actual purchasing behavior of mall shoppers, the present study proposes to develop items that 
measure actual purchase behavior by capturing data on buying frequency and determine which 
types of value are associated with purchase behavior.
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CHAPTER 3. METHODS 
This chapter describes the research methods used in the present study. A detailed 
description of the sample, survey instrument development, data collection procedure, and data 
analysis strategies is provided. 
Sample 
Indian mall shoppers who visited two major urban shopping malls (i.e., Select City Walk 
and Ambience Mall) located in Delhi-National Capital Region in Northern India comprised the 
sample for this study. Indian consumers 45 years and younger are more inclined than older 
consumers to visit organized retail formats (Biswas, 2006; Ghosh et al., 2010; Goel & Dewan, 
2011). Previous research has (Batra, 2010; Mann, 2012) suggested that a majority of  Indian mall 
shoppers are below 45 years of age; thus, the consumers selected for the current study were 
between 18 and 45 years of age. 
Mall Intercept Data Collection Procedure 
A mall intercept survey technique was used. This technique is a data collection method 
that involves face-to-face interviewing (Bush & Hair, 1985; Gates & Solomon, 1982). A trained 
interviewer at a shopping mall intercepts a sample of those consumers passing by to ask if they 
would be willing to participate in a research study (Rice & Hancock, 2005). Low cost and great 
control over the data collection process are advantages that account for the popularity of this 
survey method (Gates & Solomon, 1982), but the technique is criticized for demographical 
skewedness and its inability to ensure a sample representative of the target population (Gates & 
Solomon, 1982). However, this technique was well suited for this study because it investigates 
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Indian consumers’ mall patronage and the generated sample reflects a true cross-section of the 
population in the actual mall context. 
The Indian market research firm, NexGen Market Research Services Pvt. Ltd., which is 
located in Delhi, India, collected the data using a mall intercept survey method. The principal 
investigator provided a protocol to the NexGen team leader containing guidelines to follow while 
collecting the survey responses. A briefing session was conducted between the principal 
investigator and the NexGen team leader to ensure the clarity of the protocol. Ten field 
researchers (i.e., interviewers) were trained by the NexGen team leader in the fundamentals of 
mall intercept interviewing and the protocol provided by the principle investigator. These ten 
field researchers included five males and five females to avoid potential interviewer-gender bias 
(e.g., female participants may feel comfortable when approached by female interviewer). Two 
malls (i.e., Select City Walk and Ambience Mall), were selected based on the suitability of this 
study and similarity these two malls have in terms of foot traffic, size of the mall, positioning of 
the mall, location in the city (e.g., centrally located), retailers represented with physical stores 
(retail store aspect, selling premium domestic and international brands), services and experiential 
elements offered by the mall (non-store aspects), presence of multiplex theatre, food court, 
restaurants, and types of events and activities organized in the mall. During the data collection 
process, it was ensured that no overlap exists between the samples of these two shopping malls. 
That is, no shopper took part in survey interviews conducted at both malls.   
To improve the quality of the data collection process, Sudman’s (1980) guidelines were 
followed regarding the selection of location within the mall and time frame of the sampling. That 
is, because sampling from only one exit of a mall can bias the sample socioeconomically 
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(Sudman, 1980), field researchers intercepted shoppers at multiple exits. Additionally, because 
characteristics of respondents in a mall intercept can vary by day and time, data were collected 
on all weekdays and weekends throughout all mall hours (i.e., 10:00 a.m. to 9:00 p.m.). To avoid 
a potential bias of mall intercept sampling, Sudman (1980) suggested a quota sampling. For this 
study, respondents were selected on the basis of the following quota: buying incidence (i.e., 
equal number of buyers and non-buyers). For this, a screener question “Did you purchase any 
merchandise today from retail stores in this mall?” was used. Also, equal number of samples 
were collected from both the malls. Respondents were selected randomly when they were 
leaving the mall after shopping. To reduce selection bias, every fifth shopper was intercepted for 
their willingness to participate in the research study. Shoppers who agreed to participate in the 
study were asked two screening questions: “Are you a mall shopper between the ages 18 and 
45?” and “Is your home country India” to ensure the sampling criteria established for this study. 
Those meeting the screening criteria were interviewed by the field researchers asking for their 
responses on questions in survey instrument. When a field researcher intercepted a group of 
shoppers (e.g., family and friends), only one person responded to the survey questionnaire. When 
a field researcher intercepted a family, it was a male family member who tended to respond to 
the survey questionnaire. No incentive was provided to each participant but participants who 
provided their email address and/or phone number were entered in a drawing to receive Rs. 1500 
gift card.  
In order to investigate potential nonresponse bias, the data was collected on three 
variables (i.e., age, gender, and marital status) from shoppers who refused to participate in the 
study. Nonresponse bias is defined as “the multiplicative effect of the nonresponse rate of a 
sample survey and the difference in the measured population characteristic between the non-
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respondents and respondents” (Lesser et al., 2001, p. 7). The potential sources of bias can be 
monitored by comparing the characteristics of respondents with those of non-respondents (Ryan 
& Lorenz, 1981). For survey research, nonresponse bias poses a threat to the external validity of 
study results (Viswesvaran, Brick, & Ones, 1993). In order to ensure the generalizability of 
results to the population under examination of this study, priority was given to check for the 
potential non-response bias. The mall intercept survey instrument (see Appendix A) was 
accompanied by a cover letter (see Appendix B) explaining the purpose of this study. Prior to 
data collection, Institutional Review Board (IRB) approval from Iowa State University was 
obtained (see Appendix C). The IRB procedure aimed at insuring the data confidentiality and to 
prevent any ethical violations from occurring during this research study. A six week long mall 
intercept survey data collection procedure resulted in 552 useable surveys (i.e., respondents). 
Eleven hundred ninety-five shoppers refused (i.e., non-respondents) to participate in the study.     
The Mall-Intercept Survey Instrument 
A survey questionnaire consisting of variables from this study was developed. The survey 
instrument consisted of items adapted from established scales, with the exception of the pester-
free shopping value items, which were considered as a part of service quality value. Pester-free 
shopping value items were generated based on the existing literature. The survey instrument 
consisted of scales to capture all the variables in the proposed models as well as demographic 
information. It consisted of five sections: 1) Retail stores in the mall---perceived value associated 
with retail stores in the mall, willingness to buy from retail stores in the mall, and actual 
purchasing behavior from retail stores in the mall, 2) Non-store aspects of the mall---perceived 
value associated with non-store aspects of the mall, 3) Overall mall shopping experience---the 
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4Es role associated with retail stores and non-store aspects of the mall, 4) Overall mall 
satisfaction---satisfaction with mall and mall patronage intention, and 5) demographics. At the 
beginning of each section, a short description of terms (e.g., retail stores in the mall, non-store 
aspects of the mall) was provided to ensure the clarity of content when answering the questions. 
A seven-point Likert type scale with anchors of “strongly disagree” (1) to “strongly agree” (7) 
was used for all items except the demographics. Because English is the most commonly and 
widely spoken and written language in India’s urban centers (Kothari, 2006; Rai, 2012), the 
survey instrument was written in English and the interviews were conducted in English.   
Experience economy realms (i.e., 4Es) of mall shopping 
Pine and Gilmore’s (1999) 4Es –-educational, entertainment, escapist, and esthetic 
experiences –-were measured using the 16-item scale developed by Oh et al. (2007). 
Respondents were asked about each of the 4Es experienced in the retail stores and the non-store 
shopping venue, responding on a seven-point Likert-type scale ranging from “strongly disagree” 
(1) to “strongly agree” (7). Cronbach’s α reliabilities of educational, entertainment, escapist, and 
esthetic dimensions were reported to be .94, .95, .85, and .77 respectively (Oh et al., 2007). 
Perceived value 
Sweeney and Soutar’s (2001) PERVAL scale was adapted to measure perceived value 
associated with retail stores in the mall and the non-store aspects of the mall. The PERVAL scale 
includes 19 items that measure four dimensions of perceived value: (1) functional value 
(quality), (2) functional value (price), (3) emotional value, and (4) social value.  In the previous 
studies, the Cronbach’s α reliabilities reported for the four perceived value dimensions were in 
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the range of .80 to .94 (Sweeney & Soutar, 2001). All instrument items except the demographic 
items were measured using seven-point Likert-type scales ranging from “strongly disagree” (1) 
to “strongly agree” (7). 
 Sensory appeal value associated with retail stores in the mall and the non-store aspects of 
the mall was based on adapted items from Mathwick et al.’s (2001) visual appeal value with an 
additional item on ambience to capture the multisensory aspect of consumer environment. 
Cronbach’s α reliability was .92 (Mathwick et al., 2001). Mathwick et al.’s (2001) efficiency 
value scale was adapted to capture efficiency in non-store aspects of the mall. Cronbach’s α 
reliability was .74 (Mathwick et al., 2001). To measure the functional value (service quality) 
associated with retail stores in the mall, items were adapted from Cengiz and Kirkbir’s (2007) 
service quality value scale, which had a Cronbach’s α reliability of .74 (Cengiz & Kirkbir, 2007). 
Based on the existing literature looking at current organized retail practices in the Indian malls, 
pester-free shopping value was considered as an additional aspect of service quality value. It 
included items such as “You have freedom to browse in the retail stores of this mall without 
pressure from sales staff” (Sachdeva & Tripathi, 2008); “You get the help of sales personnel in 
the retail stores of this mall only when you need it” (Jain, 2010); “You feel a sense of freedom 
when you shop in the retail stores of this mall” (Kuruvilla & Ranjan, 2008). 
Willingness to buy from retail stores in the mall 
To measure mall shoppers’ willingness to buy from the retail stores in the mall, Grewal et 
al.’s (1998) scale was adapted. Respondents indicated their willingness to buy from retail stores 
in the mall through items statements such as “The probability of you buying from retail stores in 
the mall is very high”. Cronbach’s α reliability was .92 (Grewal et al., 1998). 
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Satisfaction with shopping mall 
To measure Indian mall shoppers’ overall satisfaction with the shopping mall, an existing 
scale by Ha and Im (2012), which was based on earlier sources (e.g., Westbrook & Oliver, 1981; 
Westbrook, 1987), was adapted. Overall satisfaction with the mall was assessed through items 
such as “You are satisfied with your decision to visit this mall”. Cronbach’s α reliability was .91 
(Ha & Im, 2012).  
Mall patronage intention  
To measure Indian mall shoppers’ patronage intention toward the mall, Grewal et al.’s 
(2003) store patronage intention scale was adapted. Respondents indicated their mall patronage 
intention (e.g., intention to shop, word of mouth) through items statements such as “The 
likelihood that you would shop in this mall again is very high” and “You would be willing to 
recommend this mall to your friends”. Cronbach’s α reliability was .88 (Grewal et al., 2003).  
Actual purchasing behavior from the retail stores in the mall 
To establish overall purchasing behavior of mall shoppers from the retail stores in the 
mall, rather than specific purchasing, the present study followed an approach suggested by 
Nicholls, Roslow, Dublish, and Comer (1996). The present study does not focus on specific 
purchase, but on whether any purchase had been made from the retail stores in the mall. To 
minimize the situational effect on the purchasing behavior, past purchasing behavior and the 
frequency of buying is taken into consideration. Therefore, items were developed such as “You 
regularly buy  merchandise from retail stores in this mall”, “You often buy products from retail 
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stores in this mall”, and “You frequently buy merchandise from retail stores in this mall” with a 
seven-point Likert-type scale ranging from “strongly disagree” (1) to “strongly agree” (7). 
Demographic information 
Demographic information consisted of gender, age, marital status, education, 
employment status, and monthly household income. Participants were also asked to respond on 
questions such as frequency of visiting that shopping mall, shopping companion, and purpose of 
the shopping trip. See Appendix A for the survey instrument.  
Pretest 
Prior to collecting data through mall intercept survey, a pretest was conducted with 15 
Indian consumers (students between the ages 18-45 years who joined Iowa State University 
within last six months) and five graduate students to determine the time required to complete the 
survey (15-20 minutes), to seek feedback on the format and content of survey items, and to refine 
wording and ensure clarity of the questions. The feedback from the pretest was used to make 
necessary modifications in the survey questionnaire before conducting the mall intercept 
interviews.   
Data Analysis Strategy 
 Data analysis was conducted in three phases: preliminary analysis, causal-model analysis, 
and supplementary analysis. The Statistical Package for the Social Sciences (SPSS) version 21.0 
by IBM was used to conduct preliminary analysis of descriptive statistics, correlations, 
reliability, and exploratory factor analysis, and non-response bias. Statistical software Mplus 
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version 7.0 (Muthen & Muthen, 2000) was used to run the confirmatory factor analysis (CFA) 
and to test the causal models.  
Construct Validity and Internal Consistency 
All the measures used in this study were examined for construct validity and internal 
consistency. First, exploratory factor analysis (EFA) was carried out using principal axis 
factoring (PAF) with promax rotation. Promax rotation is useful when latent variables are likely 
correlated (Brown, 2006; DeVellis, 1991), as could be the case for the experience economy (i.e., 
4Es) and perceived value sub-dimensions. Kaiser’s criterion (eigenvalue ≥ 1) was used to 
identify the number of factors. Items were retained if they loaded greater than 0.5 on a factor and 
below 0.3 on other factors (Kline, 2005; Nunnally & Bernstein, 1994). One item that did not 
satisfy this criteria was deleted. The resulting scales were in accordance with the used scales and 
demonstrated internal consistency, with Cronbach’s α of 0.70 or greater (Hair, Anderson, 
Tatham, & Black, 1998; Nunnally & Bernstein, 1994). These results are discussed in detail in 
chapter 4.  
Descriptive Statistics and Correlations 
Descriptive statistics was run on respondents’ demographic characteristics and major 
constructs of the study. Pearson’s correlation analysis was conducted to measure the degree of 
association between the continuous variables used in the study. A higher magnitude of 
correlations between the items within a construct as compared with those across the other 
construct can be considered as evidence of convergent validity and low to moderate magnitude 
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of correlation between two constructs can be considered as evidence of discriminant validity 
(Churchill & Lacobucci, 2002).   
Causal Model Analysis 
The second stage of analysis consisted of testing the measurement model through 
confirmatory factor analysis (CFA) as a part of structural equation modeling (Anderson & 
Gerbing, 1988) for hypothesized model 1 (Figure 3) and model 2 (Figure 4). Convergent validity 
for each construct was determined through item loadings above .50 on the intended dimension 
(Nunnally & Bernstein, 1994) and statistically significant t-values.  
 Structural modeling was used to assess goodness of fit and the estimation of parameters. 
The fit of the measurement model and the structural model to the data was examined through the 
chi-square goodness-of-fit statistics and other fit indices such as the comparative fit index (CFI), 
root mean squared error of approximation (RMSEA), and standardized root mean squared 
residual (SRMR). The Chi-square statistic is sensitive to sample size (Hair, Black, Babin, 
Anderson, & Tatham, 2006); therefore additional fit indices were also reported. Cutoff values for 
acceptable fit for the measurement and structural models are: CFI and NFI above .90, RMSEA 
<.06, and SRMR < .08 (Hu & Bentler, 1999).  
 Even though the study did not have any hypotheses on indirect effects, mediating effects 
of “willingness to buy from retail stores in the mall” and “mall satisfaction” were included in the 
causal model 2 (Figure 4). SEM with a bootstrapping method was used to measure the indirect 
effects. While conducting mediation analysis, bootstrapping method which does not require 
normal sampling distribution, is preferred over the conventional significant test which assumes 
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normality of sampling distribution (Hayes, 2009). Thus, the bootstrapping method, conducted by 
resampling (i.e., 5000 times) the original dataset proves to be better to evaluate indirect effects 
(Bollen & Stine, 1990; MacKinnon, Lockwood, & Williams, 2004).    
Supplementary Analysis 
Multivariate analysis of variance  
A third stage of the analysis consisted of assessing the “actual purchasing behavior” of 
mall shoppers from retail stores in the mall in relation to the variables such as experiential and 
functional value associated with retail stores and non-stores aspects of the mall and mall 
satisfaction. Mall shoppers were divided into three groups (i.e., low, medium, and high) based on 
their composite score on variable “actual purchasing behavior”. Multivariate Analysis of 
Variance (MANOVA) was conducted to test whether significant differences exist among these 
three groups on other dependent variables. 
Non-response bias 
In order to check for the potential non-response bias in this study, chi-square test of 
independence was used to compare the respondents (N = 552) with non-respondents (n = 1195) 
on three demographic variables (i.e., age, gender, and marital status). Summary of this statistical 
comparison test is included in the next chapter (see Table 23) with accompanying narrative. 
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CHAPTER 4. RESULTS 
This chapter contains the results of the study, including demographic characteristics of 
the sample, descriptive statistics for the research variables, exploratory factor analysis (EFA), 
confirmatory factor analysis (CFA), and structural equation modeling (SEM) for hypothesis 
testing. Results of the supplementary analyses, such as non-response bias examined through a 
chi-square test of independence, and factors affecting actual purchasing behavior examined 
through MANOVA, are also reported.  
Demographic Characteristics 
A total of 552 mall intercept surveys, collected in India by the Market Research 
Company, NexGen, were deemed complete and useable. Data on three variables (i.e., age, 
gender, and marital status) were also collected from non-respondents (n = 1195) who declined to 
participate in the study. Table 1 presents demographic characteristics of the mall shoppers (i.e., 
respondents), including gender, age, marital status, level of education, employment status, and 
monthly household income. Other characteristics of the mall shoppers such as frequency of 
visiting the mall, companionship during the visiting to the mall, and the purpose of visiting the 
mall are also reported (see Table 2).  
The majority of the respondents were male (66.8%). Also, the majority of the respondents 
were below 31 years of age (91.3%) and single (69.6%). Most respondents had received a 
bachelor’s degree (52.4%). Nearly one-third (34.1%) of the respondents had earned a post-
graduate degree. Approximately two-third (64.5%) of the respondent had a full-time job and 
about one-fourth (24.3%) of the respondents were students. The majority (78.6%) of respondents 
reported their monthly household income below Rs. 50,000 ($833).  
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Table 1. Demographic Characteristics of the Sample (N = 552)     
Variable Description Frequency Percent (%) 
Gender Male 
Female 
369 
183 
66.8 
33.2 
Age 18-24 
25-31 
32-38 
39-45 
274 
230 
43 
5 
49.6 
41.7 
7.8 
0.9 
Marital Status Single 
Married 
384 
168 
69.6 
30.4 
Highest Level 
of Education 
High School 
Junior College 
Bachelor’s Degree 
(college/technical/diploma) 
Post-graduate Degree (e.g., Masters/Ph.D.) 
Other 
18 
48 
289 
 
188 
9 
3.3 
8.7 
52.4 
 
34.1 
1.6 
Employment 
Status 
Student 
Part-time employed 
Full-time employed 
Homemaker 
Other 
134 
39 
356 
19 
2 
24.3 
7.1 
64.5 
3.4 
0.4 
Monthly 
Household 
Income* 
Rs. 25,000 and less ($417 and less) 
Rs. 25,001 – Rs. 50,000 ($418 - $833) 
Rs. 50,001 – Rs. 75,000 ($834 - $1250) 
Rs. 75,001 – Rs. 100,000 ($1251 - $1666) 
Rs. 100,001 and above ($1667 and above) 
228 
206 
85 
25 
8 
41.3 
37.3 
15.4 
4.5 
1.4 
* Note: In the first quarter of 2014, $1 = Rs. 60 (approximately) 
 
Additionally, 34.8% of the respondents visited the mall once every two weeks and 34.1% 
respondents visited the mall at least once a month. Most of the respondents visited the mall with 
their friends (41.7%) or family (18.1%). Only 14.5% respondents visited the mall for the sole 
purpose of buying merchandise from retail stores in the mall. Most of them had multiple 
purposes while visiting the mall. For example, 15.4% of the respondents reported that they 
visited the mall to buy merchandise, use non-store aspects of the mall, and browse; whereas 
12.1% of the respondents reported that they visited the mall for browsing and passing time.    
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Table 2. Other Characteristics of the Mall Shoppers (N = 552) 
Variable Description Frequency Percent 
(%) 
Frequency of 
visiting the mall 
Once a week or more 
Once every two weeks 
Once a month 
Four or five times a year 
Rarely or first time 
97 
192 
188 
43 
32 
17.6 
34.8 
34.1 
7.8 
5.8 
Mall companion Friend/Friends 
Spouse 
Family 
Colleagues 
Boyfriend/Girlfriend 
By myself (alone) 
Friends + Family 
Friends + Colleagues 
Friends + Family + Colleagues 
230 
8 
100 
31 
20 
29 
22 
34 
34 
41.7 
1.4 
18.1 
5.6 
3.6 
5.3 
4.0 
6.2 
6.2 
Purpose of visiting 
the mall 
Buy merchandise 
Use non-store aspects of the mall 
Window shop or browse 
Just get away/pass time  
Meet friends/socialize 
Buy+ Browse + pass time 
Buy + use non-store aspects + browse 
Browse + pass time 
Buy + use non-store aspects 
Use non-store aspects + browse + pass time 
80 
12 
29 
30 
19 
55 
85 
67 
37 
37 
14.5 
2.2 
5.3 
5.4 
3.4 
10 
15.4 
12.1 
6.7 
6.7 
 
Descriptive Statistics of the Scale Items 
 The central tendency (i.e., mean), and distribution (i.e., standard deviation) along with the 
minimum and maximum values of each item of each research variable are reported in Table 3. 
These research variables for this study included: the 4Es (i.e., educational, entertainment, 
escapist, and esthetic experiences), experiential value associated with the retail stores in the mall 
(i.e., emotional, social, and sensory appeal), functional value associated with the retail stores in 
the mall (i.e., quality, price, and service quality), experiential value associated with non-store 
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aspects of the mall (i.e., emotional, social, and sensory appeal), functional value associated with 
non-store aspects of the mall (i.e., efficiency), willingness to buy from retail stores in the mall, 
actual purchasing behavior from retail stores in the mall, mall satisfaction, and mall patronage 
intention.      
Table 3. Descriptive Statistics for All Measurement Items for Each Research Variable (N = 552) 
Table 3. (Continued)     
Constructs 
Items 
Mean SD Min. Max. 
Educational experience 
 This mall visit has made you more knowledgeable.  
 You have learned a lot during today’s visit to this mall.  
 Your visit to this mall has stimulated your curiosity to learn 
new things.  
 Your visit to this mall has been a real learning experience.  
 
4.89 
4.84 
4.65 
 
4.77 
 
1.36 
1.27 
1.40 
 
1.24 
 
1 
1 
1 
 
1 
 
7 
7 
7 
 
7 
Entertainment experience 
 All of the activity of the mall has been amusing to watch.  
 All of the activity of the mall has been fun to watch.  
 You really enjoyed watching what others were doing.  
 Watching all of the activity of the mall has been 
captivating.  
 
5.07 
5.17 
4.88 
4.92 
 
1.13 
1.07 
1.09 
1.09 
 
2 
2 
2 
2 
 
7 
7 
7 
7 
Escapist experience 
 During this mall visit, you have felt like you were living in 
a different time or place.  
 You have felt you played a different character during this 
mall visit.  
 This mall experience has let you imagine being someone 
else.  
 During this mall visit, you completely escaped from reality.  
 
4.70 
 
4.73 
 
4.72 
 
4.72 
 
1.14 
 
1.17 
 
1.09 
 
1.17 
 
2 
 
1 
 
1 
 
1 
 
7 
 
7 
 
7 
 
7 
Esthetic experience 
 The mall setting has a good sense of design harmony.  
 It has been pleasant just being in this mall.  
 The mall setting is very attractive.  
 Close attention was paid to the design details of the mall 
setting.  
 
5.24 
5.27 
5.20 
5.04 
 
1.08 
1.05 
1.12 
1.13 
 
2 
2 
2 
2 
 
7 
7 
7 
7 
Store emotional value 
 You enjoy shopping in retail stores in this mall.  
 You feel relaxed shopping in retail stores in this mall.  
 
5.00 
5.07 
 
 
1.13 
1.13 
 
 
2 
2 
 
 
7 
7 
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Table 3. (Continued)     
Constructs 
Items 
Mean SD Min. Max. 
 You feel good shopping in retail stores in this mall.  
 Visiting retail stores in this mall gives you pleasure.  
 Retail stores in this mall make you want to visit them.  
4.87 
5.09 
5.00 
1.18 
1.18 
1.16 
2 
2 
1 
7 
7 
7 
Store social value 
 Shopping in the retail stores in this mall helps you feel 
socially accepted.  
 Shopping in the retail stores in this mall enhances the way 
you are perceived by others.  
 Shopping in the retail stores in this mall helps you make a 
good impression on others.  
 Shopping in the retail stores in this mall gains you social 
approval.  
 
4.81 
 
5.10 
 
4.76 
 
4.80 
 
1.33 
 
1.18 
 
1.34 
 
1.29 
 
1 
 
1 
 
1 
 
1 
 
7 
 
7 
 
7 
 
7 
Store sensory appeal value 
 The way retail stores in this mall display their products is 
attractive.  
 Retail stores in this mall are aesthetically appealing.  
 You like the way retail stores in this mall look.  
 You like the ambience (i.e., music played, nice smell, 
temperature) of retail stores in this mall.  
 
4.88 
 
4.88 
4.72 
4.67 
 
 
1.23 
 
1.18 
1.24 
1.27 
 
1 
 
1 
2 
1 
 
7 
 
7 
7 
7 
Store quality value 
 The retail stores in this mall provide consistent quality of 
service.  
 The retail stores in this mall provide consistent quality of 
shopping environment.  
 The retail stores in this mall provide consistent quality of 
products.  
 The retail stores in this mall provide superior quality of 
products.  
 
4.99 
 
5.14 
 
4.95 
 
5.01 
 
1.27 
 
1.10 
 
1.17 
 
1.12 
 
1 
 
2 
 
1 
 
2 
 
7 
 
7 
 
7 
 
7 
Store price value 
 The retail stores in this mall carry reasonably priced 
products.  
 The retail stores in this mall offer good value for money.  
 The retail stores in this mall provide good products and 
services for the price.  
 The retail stores in this mall are economical.  
 
4.54 
 
4.71 
4.52 
 
4.56 
 
1.37 
 
1.20 
1.34 
 
1.38 
 
1 
 
1 
1 
 
1 
 
7 
 
7 
7 
 
7 
Store service quality value 
 The retail stores in this mall provide prompt service.  
 Retail stores in this mall have competent employees.  
 Employees of retail stores in this mall are approachable.  
 
4.82 
5.01 
4.93 
 
 
1.22 
1.15 
1.23 
 
 
1 
2 
1 
 
 
7 
7 
7 
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Table 3. (Continued)     
Constructs 
Items 
Mean SD Min. Max. 
 Employees of retail stores in this mall are courteous, polite, 
and respectful.  
 The service of retail stores in this mall is reliable and 
consistent.  
 You feel annoyed in the retail stores of this mall because 
sales staff push you to buy a particular product.*  
 You have freedom to browse in the retail stores of this mall 
without pressure from sales staff.  
 You get the help of sales personnel in the retail stores of 
this mall only when you need it.  
 You feel a sense of freedom when you shop in the retail 
stores in this mall.  
5.03 
 
4.99 
 
4.35 
 
4.66 
 
4.50 
 
4.46 
1.23 
 
1.23 
 
1.39 
 
1.26 
 
1.29 
 
1.45 
1 
 
1 
 
1 
 
2 
 
1 
 
1 
 
7 
 
7 
 
7 
 
7 
 
7 
 
7 
 
Non-store emotional value 
 You enjoy visiting the non-store aspects of this mall.  
 You feel relaxed because of the non-store aspects of this 
mall.  
 You feel good because of the non-store aspects of this mall.  
 Visiting the non-store aspects of this mall gives you 
pleasure.  
 The non-store aspects make you want to visit this mall.  
 
4.90 
4.93 
 
4.84 
4.65 
 
4.68 
 
1.24 
1.21 
 
1.29 
1.28 
 
1.32 
 
1 
2 
 
1 
1 
 
1 
 
7 
7 
 
7 
7 
 
7 
Non-store social value 
 Visiting the non-store aspects of this mall helps you feel 
socially accepted.  
 Visiting the non-store aspects of this mall enhances the 
way you are perceived by others.  
 Visiting the non-store aspects of this mall helps you make a 
good impression on others.  
 Visiting the non-store aspects of this mall gains social 
approval for you.  
 
4.37 
 
4.25 
 
4.42 
 
4.37 
 
1.28 
 
1.40 
 
1.23 
 
1.30 
 
1 
 
1 
 
1 
 
1 
 
7 
 
7 
 
7 
 
7 
Non-store sensory appeal value 
 The mall displays related to non-store aspects are very 
attractive.  
 The non-store aspects of this mall are aesthetically 
appealing.  
 You like the way this mall’s non-store aspects look.  
 You like the ambience (i.e., music played, nice smell, 
temperature) of the non-store aspects in this mall.  
 
4.74 
 
4.63 
 
4.48 
4.46 
 
1.28 
 
1.15 
 
1.21 
1.28 
 
1 
 
1 
 
2 
1 
 
7 
 
7 
 
7 
7 
Non-store efficiency value 
 Visiting the non-store aspects of this mall is an efficient 
way to manage your time.  
 
4.52 
 
 
1.32 
 
 
1 
 
 
7 
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Table 3. (Continued)     
Constructs 
Items 
Mean SD Min. Max. 
 Visiting the non-store aspects of this mall makes your life 
easier.  
 Visiting the non-store aspects of this mall fits with your 
schedule.  
4.66 
 
4.82 
1.33 
 
1.25 
1 
 
1 
7 
 
7 
Willingness to buy from retail stores in the mall 
 The probability of you buying from retail stores in this mall 
is very high.  
 The probability that you would consider buying from retail 
stores in this mall is very high.  
 The likelihood that you would purchase from retail stores 
in this mall is very high.  
 
4.51 
 
4.69 
 
4.83 
 
1.31 
 
1.17 
 
1.18 
 
1 
 
1 
 
1 
 
7 
 
7 
 
7 
Actual purchase behavior from retail stores in the mall 
 You regularly buy merchandise from retail stores in this 
mall.  
 You often buy products from retail stores in this mall.  
 You frequently buy merchandise from retail stores in this 
mall.  
 
4.79 
 
4.36 
4.75 
 
1.09 
 
1.27 
1.10 
 
1 
 
1 
1 
 
7 
 
7 
7 
Mall satisfaction 
 You are satisfied with your decision to visit this mall.  
 Your choice to visit this mall was a wise one.  
 You are sure it was the right thing to visit this mall.  
 
5.22 
5.24 
5.08 
 
1.23 
1.20 
1.16 
 
2 
2 
2 
 
7 
7 
7 
Mall patronage intention 
 The likelihood that you would shop in this mall again is 
very high.  
 You would be willing to buy from this mall.  
 You would be willing to recommend this mall to your 
friends.  
 
5.00 
 
5.10 
5.40 
 
1.19 
 
1.24 
1.12 
 
1 
 
2 
1 
 
7 
 
7 
7 
Note: * Reverse coded item.   
 
Factor Analysis of the Model Constructs 
In order to determine the underlying dimensions of multi-item measurement scales used 
in this study, exploratory factor analysis (EFA) was performed. For the EFA, principle axis 
factoring (PFA) with Promax rotation was performed to ascertain the construct validity. Among 
various extraction methods, PFA is the most common method of factor extraction (Pedhazur & 
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Schmelkin, 1991). Promax rotation is useful when latent variables are likely correlated (Brown, 
2006; DeVellis, 1991), as could be the case for the experience economy (i.e., 4Es) and perceived 
value sub-dimensions. Kaiser’s criterion (eigenvalue ≥ 1) was used to identify the number of 
factors. Items were retained if they loaded greater than .50 on a factor and below .30 on other 
factors (Kline, 2005; Nunnally & Bernstein, 1994). Cronbach’s α greater than .70 indicated an 
adequate level of internal consistency for a factor (Nunnally, 1967). The results of the EFAs are 
found in the following tables: Table 4 addresses the 4Es, Table 5 contains experiential value (i.e., 
emotional, social, and sensory appeal), Table 6 contains functional value (i.e., quality, price, 
service quality) associated with retail stores in the mall, Table 7 covers experiential value (i.e., 
emotional, social, and sensory appeal), Table 8 contains functional value (i.e., efficiency) 
associated with non-store aspects of the mall, and Table 9 consists of willingness to buy from 
retail stores, actual purchase behavior, mall satisfaction, and mall patronage intention. 
 In the first factor analysis, sixteen experience economy (i.e., 4Es) items were entered. A 
total of four factors were extracted, which explained 58.96% of the variance for the experience 
economy construct (see Table 4). Each of the four factors contained four items and had an 
acceptable level of internal consistency (α ≥ .70; Nunnally, 1967), with Cronbach’s α values of 
.91, .87, .81, and .78, respectively. The items in each factor followed the structure proposed by 
Oh et al. (2007).  
Table 4. Factor Structure for Experience Economy Variables (i.e., 4Es) 
Table 4. (Continued)     
Factor Structure Factor 
loading 
Eigen-
value 
Percent 
of 
variance 
Cronbach’s 
α 
Educational experience 
 This mall visit has made you more 
knowledgeable.  
 
.93 
 
6.57 38.66 .91 
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Table 4. (Continued)     
Factor Structure Factor 
loading 
Eigen-
value 
Percent 
of 
variance 
Cronbach’s 
α 
 You have learned a lot during today’s visit to 
this mall.  
 Your visit to this mall has stimulated your 
curiosity to learn new things.  
 Your visit to this mall has been a real 
learning experience. 
.86 
 
.77 
 
.81 
Escapist experience 
 During this mall visit, you have felt like you 
were living in a different time or place.  
 You have felt you played a different 
character during this mall visit.  
 This mall experience has let you imagine 
being someone else.  
 During this mall visit, you completely 
escaped from reality. 
 
.76 
 
.81 
 
.78 
 
.79 
1.78 9.14 .87 
Entertainment experience 
 All of the activity of the mall has been 
amusing to watch.  
 All of the activity of the mall has been fun to 
watch.  
 You really enjoyed watching what others 
were doing.  
 Watching all of the activity of the mall has 
been captivating. 
 
.62 
 
.74 
 
.70 
 
.77 
1.47 6.61 .81 
Esthetic experience 
 The mall setting has a good sense of design 
harmony.  
 It has been pleasant just being in this mall.  
 The mall setting is very attractive.  
 Close attention was paid to the design details 
of the mall setting. 
 
.73 
 
.57 
.73 
.61 
 
1.22 4.54 .78 
 
 In the second factor analysis, thirteen items related to experiential value associated with 
retail stores in the mall were entered. Three factors were extracted, which explained 63.34% of 
variance (see Table 5). Store emotional value contained five items (α = .90). Store social value 
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contained four items (α = .89). Store sensory appeal value contained four items (α = .83). Each 
factor revealed a high level of internal consistency (α ≥ .70; Nunnally, 1967) and reflected the 
factor structure found in the original scales (i.e., Mathwick et al., 2001; Sweeney & Soutar, 
2001).  
Table 5. Factor Structure for Experiential Value Associated with Retail Stores in the Mall 
     
Factor Structure Factor 
loading 
Eigen-
value 
Percent 
of 
variance 
Cronbach’s 
α 
Store emotional value 
 You enjoy shopping in retail stores in this 
mall.  
 You feel relaxed shopping in retail stores in 
this mall.  
 You feel good shopping in retail stores in this 
mall.  
 Visiting retail stores in this mall gives you 
pleasure.  
 Retail stores in this mall make you want to 
visit them. 
 
.68 
 
.77 
 
.74 
 
.88 
 
.84 
6.20 45.07 .90 
Store social value 
 Shopping in the retail stores in this mall 
helps you feel socially accepted.  
 Shopping in the retail stores in this mall 
enhances the way you are perceived by 
others.  
 Shopping in the retail stores in this mall 
helps you make a good impression on others.  
 Shopping in the retail stores in this mall 
gains you social approval. 
 
.92 
 
.52 
 
 
.91 
 
.89 
1.80 11.70 .89 
Store sensory appeal value 
 The way retail stores in this mall display 
their products is attractive.  
 Retail stores in this mall are aesthetically 
appealing.  
 You like the way retail stores in this mall 
look.  
 You like the ambience (i.e., music played, 
nice smell, temperature) of retail stores in 
this mall. 
 
.72 
 
.61 
 
.78 
 
.77 
1.25 6.55 .83 
72 
 
 
In the third factor analysis, seventeen items related to functional value associated with 
retail stores in the mall were entered. Four factors were extracted, which explained 69.62% of 
variance (see Table 6). The first factor, store price value, contained four items with a Cronbach’s 
α of .94. Contrary to the prediction, the service quality value items revealed two distinct factors, 
which were named store service quality value and store pester-free shopping value. Service 
quality, contained five items (α = .88), whereas store pester free value contained four items (α = 
.91). The fourth factor, store functional quality value, contained four items (α = .88). Each factor 
revealed a high level of internal consistency (α ≥ .70; Nunnally, 1967) and reflected the factor 
structure found in the original scales (i.e., Cengiz & Kirkbir, 2007; Sweeney & Soutar, 2001).   
Table 6. Factor Structure for Functional Value Associated with Retail Stores in the Mall 
Table 6. (Continued)     
Factor Structure Factor 
loading 
Eigen-
value 
Percent 
of 
variance 
Cronbach’s 
α 
Store price value 
 The retail stores in this mall carry reasonably 
priced products.  
 The retail stores in this mall offer good value 
for money.  
 The retail stores in this mall provide good 
products and services for the price.  
 The retail stores in this mall are economical. 
 
.88 
 
.83 
 
.87 
 
.89 
8.18 46.43 .94 
Store service quality value 
 The retail stores in this mall provide prompt 
service.  
 Retail stores in this mall have competent 
employees.  
 Employees of retail stores in this mall are 
approachable.  
 Employees of retail stores in this mall are 
courteous, polite, and respectful.  
 The service of retail stores in this mall is 
reliable and consistent.  
 
.65 
 
.73 
 
.75 
 
.83 
 
.82 
1.93 9.63 .88 
Store pester-free shopping value  1.73 8.31 .91 
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Table 6. (Continued)     
Factor Structure Factor 
loading 
Eigen-
value 
Percent 
of 
variance 
Cronbach’s 
α 
 You feel annoyed in the retail stores of this 
mall because sales staff push you to buy a 
particular product. 
 You have freedom to browse in the retail 
stores of this mall without pressure from 
sales staff.  
 You get the help of sales personnel in the 
retail stores of this mall only when you need 
it.  
 You feel a sense of freedom when you shop 
in the retail stores in this mall. 
.86 
 
 
.88 
 
 
.82 
 
 
.77 
 
Store quality value 
 The retail stores in this mall provide 
consistent quality of service.  
 The retail stores in this mall provide 
consistent quality of shopping environment.  
 The retail stores in this mall provide 
consistent quality of products.  
 The retail stores in this mall provide superior 
quality of products. 
 
.68 
 
.83 
 
.88 
 
.68 
1.16 5.23 .88 
   
In the fourth factor analysis, thirteen items related to experiential value associated with 
non-store aspect of the mall were entered. Three factors were extracted, which explained 61.87% 
of variance (see Table 7). The first factor, non-store emotional value, contained five items (α = 
.89). Non-store social value contained four items (α = .88). Non-store sensory appeal value 
contained four items (α = .84). Each factor revealed a high level of internal consistency (α ≥ .70; 
Nunnally, 1967) and reflected the factor structure found in the original scales (i.e., Mathwick et 
al., 2001; Sweeney & Soutar, 2001). 
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Table 7. Factor Structure for Experiential Value Associated Non-store Aspects of the Mall 
Table 7. (Continued)     
Factor Structure Factor 
loading 
Eigen-
value 
Percent 
of 
variance 
Cronbach’s 
α 
Non-store emotional value 
 You enjoy visiting the non-store aspects of 
this mall.  
 You feel relaxed because of the non-store 
aspects of this mall.  
 You feel good because of the non-store 
aspects of this mall.  
 Visiting the non-store aspects of this mall 
gives you pleasure.  
 The non-store aspects make you want to visit 
this mall. 
 
.87 
 
.82 
 
.72 
 
.67 
 
.67 
6.59 47.78 .89 
Non-store social value 
 Visiting the non-store aspects of this mall 
helps you feel socially accepted.  
 Visiting the non-store aspects of this mall 
enhances the way you are perceived by 
others.  
 Visiting the non-store aspects of this mall 
helps you make a good impression on others.  
 Visiting the non-store aspects of this mall 
gains social approval for you. 
 
.76 
 
.83 
 
 
.77 
 
.78 
1.46 8.45 .88 
Non-store sensory appeal value 
 The mall displays related to non-store aspects 
are very attractive.  
 The non-store aspects of this mall are 
aesthetically appealing.  
 You like the way this mall’s non-store 
aspects look.  
 You like the ambience (i.e., music played, 
nice smell, temperature) of the non-store 
aspects in this mall. 
 
.72 
 
.84 
 
.67 
 
.56 
1.12 5.62 .84 
 
In the fifth factor analysis, three items related to functional value (i.e., efficiency) 
associated with non-store aspects of the mall were entered. One factor was extracted, which 
explained 57.11% of variance (see Table 8). The single factor, non-store efficiency value, 
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contained three items and was found to have internal consistency (α = .80). The single factor 
revealed a high level of internal consistency (α ≥ .70; Nunnally, 1967) and reflected the factor 
structure found in the original scale (i.e., Mathwick et al., 2001).   
Table 8. Factor Structure for Functional Value Associated with Non-store Aspects of the Mall 
Factor Structure Factor 
loading 
Eigen-
value 
Percent 
of 
variance 
Cronbach’s 
α 
Non-store functional efficiency value 
 Visiting the non-store aspects of this mall is 
an efficient way to manage your time.  
 Visiting the non-store aspects of this mall 
makes your life easier.  
 Visiting the non-store aspects of this mall fits 
with your schedule. 
 
.74 
 
.75 
 
.77 
2.14 57.11 .80 
 
Individual factor analyses were conducted for the outcome research variables (i.e., 
willingness to buy from retail stores in the mall, actual purchase behavior from retail stores in the 
mall, satisfaction with the mall, and patronage intention toward the mall). Three items were 
entered for the willingness to buy from retail stores in the mall variable; one three-item factor 
was extracted, which explained 59.34% of variance (α = .79). Three items were entered for the 
actual purchase behavior from retail stores in the mall variable; one two-item factor was 
extracted, which explained 51.56% of variance (α = .86). One item “You often buy products 
from retail stores in this mall” fell out. Three items were entered for the satisfaction with the mall 
variable; one three-item factor was extracted, which explained 46.14% of variance (α = .71). 
Three items for mall patronage intention were entered and one three-item factor was extracted, 
which explained 45.93% of variance (α = .71) (see Table 9). Thus, each factor revealed a high 
level of internal consistency (α ≥ .70; Nunnally, 1967) and reflected the factor structures found in 
the original scales (i.e., Grewal et al., 1998, 2003; Ha & Im, 2012).    
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Table 9. Factor Structure for Willingness to Buy, Actual Purchase Behavior, Mall Satisfaction, 
and Mall Patronage Intention. 
 
Factor Structure Factor 
loading 
Eigen-
value 
Percent 
of 
variance 
Cronbach’s 
α 
Willingness to buy from retail stores in the 
mall 
 The probability of you buying from retail 
stores in this mall is very high.  
 The probability that you would consider 
buying from retail stores in this mall is very 
high.  
 The likelihood that you would purchase from 
retail stores in this mall is very high. 
 
 
.56 
 
.94 
 
 
.74 
2.12 59.34 .79 
Actual purchase behavior from retail stores 
in the mall 
 You regularly buy merchandise from retail 
stores in this mall.  
 You frequently buy merchandise from retail 
stores in this mall. 
 
 
.77 
 
.96 
1.77 51.56 .86 
Mall satisfaction 
 You are satisfied with your decision to visit 
this mall.  
 Your choice to visit this mall was a wise one.  
 You are sure it was the right thing to visit 
this mall. 
 
.80 
 
.55 
.65 
1.89 46.14 .71 
Mall patronage intention 
 The likelihood that you would shop in this 
mall again is very high.  
 You would be willing to buy from this mall.  
 You would be willing to recommend this 
mall to your friends. 
 
.75 
 
.70 
.56 
1.90 45.93 .71 
 
Table 10 and Table 11 provide the correlation coefficients between all the research 
variables in Model 1 (Figure 3) and Model 2 (Figure 4) respectively. All correlations were 
significant. Correlation coefficients between all the research variables suggest that research 
variables were low to moderately correlated with each other, with correlations ranging from                         
  
 
7
7
 
Table 10. Correlation Coefficients between Constructs for Model 1 
Constructs 1 2 3 4 5 6 7 8 9 10 
1. Educational Experience 1          
2. Entertainment Experience .45* 1         
3. Escapist Experience .43* .47* 1        
4. Esthetic Experience .43* .51* .48* 1       
5. Store Emotional Value .38* .44* .43* .38* 1      
6. Store Social Value .44* .38* .37* .38* .45* 1     
7. Store Sensory Value .43* .42* .44* .36* .55* .51* 1    
8. Non-store Emotional Value .24* .32* .24* .29* .34* .28* .27* 1   
9. Non-store Social Value .27* .32* .29* .26* .31* .37* .34* .56* 1  
10. Non-store Sensory Value .15* .28* .24* .26* .33* .24* .29* .59* .61* 1 
Note: * p ≤ .01 
Table 11. Correlation Coefficients between Constructs for Model 2 
Constructs 1 2 3 4 5 6 7 8 9 10 11 12 13 14 
1. Store Emotional Value 1              
2. Store Social Value .44** 1             
3. Store Sensory Value .55** .51** 1            
4. Store Price Value .52** .44** .51** 1           
5. Store Service Quality Value .50** .39** .51** .51** 1          
6. Store Pester-free Value .48** .46** .45** .53** .48** 1         
7. Store Quality Value .50** .38** .44** .63** .47** .42** 1        
8. Non-store Emotional Value .34** .28** .27** .23** .25** .18** .21** 1       
9. Non-store Social Value .30** .37** .33** .26** .26** .27** .15** .55** 1      
10. Non-store Sensory Value .33** .24** .29** .15** .23** .20** .09* .60** .60** 1     
11. Non-store Efficiency Value .31** .21** .20** .18** .22** .22** .13** .59** .53** .61** 1    
12. Willingness to Buy from 
Retail Stores 
.54** .42** .54** .58** .43** .45** .41** .23** .24** .24** .22** 1   
13. Mall Satisfaction .37** .36** .38** .37** .34** .28** .39** .29** .25** .22** .19** .33** 1  
14. Mall Patronage Intention .36** .34** .41** .43** .38** .32** .34** .35** .30** .29** .21** .41** .57** 1 
Note: ** p ≤ .01; * p ≤ .05
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.09 to .63. Research variables that theoretically should be related to each other were related (e.g., 
the four dimensions of the 4Es are moderately correlated). As can be seen in Table 10, the 
correlations among predictor variables are significant, which may lead to the variances 
associated to the path coefficient estimators to be large, making the path coefficient estimations 
unreliable to some extent (Pedhazur & Schmelkin, 1991). However, collinearity diagnostic (i.e., 
Tolerance > .60 and Variance Inflation Factor < 2.0) did not indicate a multi-collinearity issue, 
thus the structural model results are considered reliable.   
Confirmatory Factor Analysis for Model 1 
 The aim of the confirmatory factor analysis (CFA) was to crosscheck construct 
dimensionality and to provide an assessment of the measurement model’s fit. The measurement 
model for Model 1 consists of the 4Es (i.e., educational, entertainment, escapist, and esthetic 
experience), and experiential value associated with the retail stores in the mall and with the non-
store aspects of the mall (i.e., emotional, social, and sensory appeal value). This measurement 
model, consisting of 10 latent variables, was tested through structural equation modeling (SEM), 
which employed a maximum likelihood estimation procedure.  
 As the χ2 statistic is sensitive to sample size, other goodness of fit indices (i.e., CFI, 
RMSEA, and SRMR) were also reported. The measurement model had an acceptable model fit 
(χ2 = 1716.37, df = 774, p ≤ .05, CFI = .93, RMSEA = .05, SRMR = .04) based on cutoff values 
(i.e., CFI > .90, RMSEA < .06, and SRMR < .08) suggested by Hu and Bentler (1999). Next, 
factor loadings were assessed. Each factor loading was statistically significant and positive, thus 
supporting convergent validity for each factor in the measurement model (Anderson & David, 
1991). If standardized residuals exceed the value of 2.58, they are considered problematic, 
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forming a pattern of error among other indicators (Byrne, 1998). No such problems were 
observed. Each of the latent variables satisfied the suggested criteria of composite reliability (≥ 
.70) and average variance extracted (≥ .50) (Hair, Anderson, Tatham, & Black, 1995; Nunnally, 
1978). 
Testing the Hypothesized Relationships in Model 1 through Structural Modeling in SEM 
  The hypothesized relationships in Model 1 (Figure 3) were tested through the structural 
model of Structural Equation Modeling (SEM). As χ2 is sensitive to sample size, other goodness 
of fit indices (i.e., CFI, RMSEA, and SRMR) were also reported. Although the structural model 
was significant (χ2 = 1889.29, df = 786, p ≤ .05), other fit indices indicated an acceptable level of 
fit (CFI = .92, RMSEA = .05, SRMR = .07). Figure 5 provides standardized path coefficients (β), 
t-values, and significance levels for the hypothesized paths in Model 1.  
 Educational experience did not have a significant effect on the perceived emotional value 
associated with retail stores in the mall (β = .02, t = 0.42, p = .676) and with the non-store 
aspects of the mall (β = .06, t = 1.13, p = .259). Thus, hypotheses 1a and 1b were not supported. 
Entertainment experience had a statistically significant effect on perceived emotional value 
associated with retail stores in the mall (β = .14, t = 2.21, p ≤ .05), whereas it did not have a 
statistically significant effect on the perceived emotional value associated with non-store aspects 
of the mall (β = .07, t = 1.16, p = .247). Thus, hypothesis 2a was supported but hypothesis 2b 
was not supported. 
 Escapist experience had a statistically significant effect on perceived emotional value 
associated with retail stores in the mall (β = .17, t = 2.84, p ≤ .05), whereas it did not have a 
significant effect on perceived emotional value associated with non-store aspects of the mall (β = 
.04, t = 0.63, p = .527). Thus, hypothesis 3a was supported, but hypothesis 3b was not supported. 
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 Figure 5. Results of Hypothesized Model 1   
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Escapist experience had a statistically significant effect on perceived social value associated with 
retail stores in the mall (β = .40, t = 9.26, p ≤ .05) and non-store aspects of the mall (β = .27, t = 
6.20, p ≤ .05). Thus, hypotheses 4a and 4b were supported.  
Esthetic experience had a statistically significant effect on perceived emotional value 
associated with retail stores in the mall (β = .24, t = 3.25, p ≤ .05) and non-store aspects of the 
mall (β = .20, t = 2.66, p ≤ .05). Thus, hypotheses 5a and 5b were supported. Esthetic experience 
had a statistically significant effect on perceived sensory appeal value associated with retail 
stores in the mall (β = .48, t = 10.45, p ≤ .05) and non-store aspects of the mall (β = .28, t = 6.12, 
p ≤ .05). Thus, hypotheses 6a and 6b were also supported. A summary of the β and t-values 
results for Model 1 is presented in Table 12, and Table 13 clearly indicates the status of support 
for each hypothesis.    
Table 12. Summary of Support for Hypotheses (Model 1) Based on the Results of SEM 
 
 Perceived value associated with 
retail stores in the mall 
Perceived value associated with 
non-store aspects of the mall 
 Emotional Social Sensory 
appeal 
Emotional Social Sensory 
appeal 
Educational 
experience 
H1a 
0.02 
(0.42) 
x x H1b 
0.06 
(1.13) 
x x 
Entertainment 
experience 
H2a* 
0.14 
(2.21) 
x x H2b 
0.07 
(1.16) 
x x 
Escapist 
experience 
H3a* 
0.17 
(2.84) 
H4a* 
0.40 
(9.26) 
x H3b 
0.04 
(0.63) 
H4b* 
0.27 
(6.20) 
x 
Esthetic 
experience 
H5a* 
0.24 
(3.25) 
x H6a* 
0.48 
(10.45) 
H5b* 
0.20 
(2.66) 
x H6b* 
0.28 
(6.12) 
Note: * p ≤ .05 = significant relationship, x = relationships were not hypothesized, β and t-values 
(in parenthesis) are reported 
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Table 13. Status of Support for Hypotheses (Model 1) Based on the Results of SEM 
Hypothesis Path Hypothesized 
Effect 
Result 
H1a Educational experience → Retail store emotional 
value 
+ N. S. 
H1b Educational experience → Non-store emotional 
value 
+ N.S. 
H2a Entertainment experience → Retail store emotional 
value 
+ S. 
H2b Entertainment experience → Non-store emotional 
value 
+ N. S. 
H3a Escapist experience → Retail store emotional value + S.  
H3b Escapist experience → Non-store emotional value + N.S. 
H4a Escapist experience → Retail store social value + S. 
H4b Escapist experience → Non-store social value + S. 
H5a Esthetic experience → Retail store emotional value + S. 
H5b Esthetic experience → Non-store emotional value + S. 
H6a Esthetic experience → Retail store sensory appeal 
value 
+ S. 
H6b Esthetic experience → Non-store sensory appeal 
value 
+ S. 
Note: S. = significant; N.S. = non-significant 
 
From Table 12 and 13, it can be observed that some relationships (i.e., H4a and H4b, H5a 
and H5b, and H6a and H6b) were significant across both perceived value associated with retail 
stores in the mall and with non-store aspects of the mall. In order to compare the magnitude of 
such relationships (e.g., whether path 4a is stronger than 4b), three separate equality constrained 
(i.e., 4a = 4b, 5a = 5b, and 6a = 6b) structural models were run. These constrained models were 
then compared to the unconstrained structural model for the difference in χ2. The chi-square 
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difference greater than 3.84 at p ≤ .05 and one-degree of freedom was considered as significant. 
Results of these comparisons are reported in Table 14.  
Table 14. Comparison of Equality Constrained Models with Unconstrained Model     
Equality 
Constrained 
Models 
Equality 
Constrained Model 
χ2 (df = 787) 
Unconstrained 
Model  
χ2 (df = 786) 
Difference 
χ2 (df = 1) 
Result 
4a = 4b 1900.15 1889.29 10.86 Significant 
5a = 5b 1889.29 1889.29 0.00 Not 
Significant 
6a = 6b 1895. 68 1889.29 6.39 Significant 
   
 From Table 14, it can be observed that the χ2 difference between models was significant 
for paths 4a = 4b and 6a = 6b. Therefore, unstandardized β were examined to compare the 
magnitude of these relationships, which revealed that the relationship between escapist 
experience and perceived social value was stronger for retail stores in the mall (β = .52, p ≤ .05) 
than for non-store aspects of the mall (β = .30, p ≤ .05). Similarly, the relationship between 
esthetic experience and sensory appeal value was stronger for retail stores in the mall (β = .55, p 
≤ .05) than for the non-store aspects of the mall (β = .35, p ≤ .05). 
 Also, it was observed that the χ2 difference was not significant for the comparison 
between the equality constrained model (i.e., path 5a = 5b) and unconstrained model. Therefore, 
it was concluded that the relationship between esthetic experience and emotional value is 
statistically equal in magnitude for retail stores in the mall (β = .27, p ≤ .05) and the non-store 
aspects of the mall (β = .27, p ≤ .05).     
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Testing of the Fully-Recursive Model 1  
 A fully recursive model includes all possible paths including the hypothesized paths in 
Model 1. Parameters were estimated using SEM. The model consisted of 10 latent variables. 
Although the fully recursive model was significant (χ2 = 1716.37, df = 774, p ≤ .05), other fit 
indices indicated an acceptable model fit (CFI = .93, RMSEA = .05, SRMR = .04). The fully 
recursive model had 12 degrees of freedom less than the hypothesized model and the χ2 of the 
fully recursive model was 172.92 less than the hypothesized model. The χ2 difference was 
significant. Therefore, the fully recursive model is moderately better than the hypothesized 
model. A summary of the fully-recursive model is reported in Table 15. Out of 12 paths for 
which the relationships were not hypothesized (i.e., additional paths in the fully recursive 
model), the fully recursive model revealed that seven of these relationships were significant and 
five were non-significant.  
Further comparison between the fully recursive and hypothesized models revealed that 
seven paths from the hypothesized model were corroborated, and five paths showed change in 
significance (see Table 16). Two hypothesized relationships that were found to be significant in 
the fully recursive model were between educational experience and store emotional value, and 
between entertainment experience and non-store emotional value. Three hypothesized 
relationships that were not found to be significant in the fully recursive model were between 
escapist experience and non-store social value, esthetic experience and store emotional value, 
and esthetic experience and store sensory appeal value.       
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Table 15. Summary of the Fully-Recursive Model 1 Based on the Results of SEM  
 Perceived value associated with 
retail stores in the mall 
Perceived value associated with 
non-store aspects of the mall 
 Emotional Social Sensory Emotional Social Sensory 
Educational 
experience 
0.12* 
(2.30) 
0.30* 
(6.12) 
0.23* 
(4.35) 
0.04 
(0.72) 
0.08 
(1.32) 
-0.09 
(-1.44) 
Entertainment 
experience 
0.25* 
(3.83) 
0.10 
(1.57) 
0.23* 
(3.51) 
0.24* 
(3.28) 
0.25* 
(3.50) 
0.26* 
(3.54) 
Escapist 
experience 
0.22* 
(3.84) 
0.14* 
(2.43) 
0.25* 
(4.19) 
0.03 
(0.417) 
0.12 
(1.91) 
0.08 
(1.21) 
Esthetic 
experience 
0.11 
(1.56) 
0.14* 
(1.98) 
0.04 
(0.61) 
0.16* 
(2.13) 
0.04 
(0.51) 
0.16* 
(2.01) 
Note: * p ≤ 0.05 significant relationships, t-values in parenthesis 
 
Table 16. Comparison of the Path Significance Results between Hypothesized and Fully-
Recursive Model 1 
  Results of the Hypothesized Model 
  H0 : ρ = 0 H0 : ρ ≠ 0 
Results of the Fully-
recursive Model 
Not significant 2 (right) 3 (wrong) 
Significant 2 (wrong) 5 (right) 
 
Confirmatory Factor Analysis for Model 2 
The measurement model consisted of three second-order variables: perceived experiential 
value associated with the retail stores in the mall, perceived functional value associated with the 
retail stores in the mall, and perceived experiential value associated with non-store aspects of the 
mall. Perceived experiential value associated with the retail stores in the mall included three first 
order variables: emotional, social, and sensory appeal value associated with retail stores in the 
mall. Perceived functional value associated with retail stores in the mall included four first order 
variables: quality, price, service quality, and pester-free shopping value associated with the retail 
stores in the mall. Perceived experiential value associated with non-store aspects of the mall 
included three first order variables: emotional, social, and sensory appeal value associated with 
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non-store aspects of the mall. The remaining first order variables, not made into second order 
variables, were: perceived functional (i.e., efficiency) value associated with non-store aspects of 
the mall, willingness to buy from retail stores in the mall, satisfaction with the mall, and 
patronage intention toward mall. This measurement model, consisting of 17 latent variables, was 
tested through structural equation modeling (SEM), which employed a maximum likelihood 
estimation procedure.  
 The measurement model had an acceptable model fit (χ2 = 3321.44, df = 1399, p ≤ .05, 
CFI = .91, RMSEA = .05, SRMR = .05), based on cutoff values (i.e., CFI > .90, RMSEA < .06, 
and SRMR < .08) suggested by Hu and Bentler (1999). Next, factor loadings were assessed. The 
factor loadings were positive and statistically significant, supporting convergent validity 
(Anderson & David, 1991). All the factor loadings were positive and significant. If the 
standardized residuals exceed value of 2.58, they are considered problematic as this indicates a 
pattern of error among other indicators (Byrne, 1998). No such problems were observed. Each of 
the latent variables satisfied the suggested criteria of composite reliability (≥ .70) and average 
variance extracted (≥ .50) (Hair et al., 1995; Nunnally, 1978). 
Testing the Hypothesized Relationships in Model 2 through Structural Modeling in SEM 
  The hypothesized relationships in Model 2 (Figure 4) were tested through structural 
modeling in SEM. The demographic variables (i.e., gender, age, marital status, education, and 
income) were controlled. Again, as the χ2 is sensitive to sample size, other goodness of fit indices 
(i.e., CFI, RMSEA, and SRMR) were also reported. Although the structural model was 
significant (χ2 = 3340.14, df = 1405, p ≤ .05), other fit indices indicated an acceptable level of fit 
(CFI = .91, RMSEA = .05, SRMR = .06). Most of the control variables (demographics) were not 
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significant, except gender (β = .21, t = 2.65, p ≤ .05) and income (β = .10, t = 2.60, p ≤ .05). In 
other words, females tended to show higher mall patronage intention than did males, and 
respondents with a higher household income tended to show higher mall patronage intention than 
did those with a lower income. Figure 6 provides standardized path coefficients (β) and t-values 
for the hypothesized paths in Model 2. 
 Perceived experiential value associated with retail stores in the mall had a statistically 
significant effect on willingness to buy from retail stores in the mall (β = .57, t = 3.75, p ≤ .05). 
Conversely, perceived functional value associated with retail stores in the mall did not have a 
statistically significant effect on willingness to buy from retail stores in the mall (β = .24, t = 
1.62, p = .104). Thus, hypothesis 7a was supported, but 7b was not supported. Willingness to buy 
from retail stores in the mall had a statistically significant effect on patronage intention toward 
mall (β = .23, t = 4.54, p ≤ .05). Thus, hypothesis 8 was supported.  
 Perceived experiential value (β = .56, t = 2.35, p ≤ .05) and perceived functional value 
(i.e., efficiency) (β = -.37, t = -2.04, p ≤ .05) associated with non-store aspects of the mall had 
statistically significant effects on satisfaction with the mall. Therefore, hypothesis 9a was 
supported, but hypothesis 9b was not supported because of the inverse relationship between 
variables, opposite to the hypothesized valence. The correlation between perceived functional 
efficiency value and mall satisfaction was positive but these variables resulted in a negative 
regression weight. This situation is referred to as negative suppression (Maassen & Bakker, 
2001). It is advised not to conclude that a relationship contrary to that expected is operating 
(Maassen & Bakker, 2001; Pedhazur, 1982).  
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Figure 6. Results of the Hypothesized Model 2  
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Perceived experiential value associated with the retail stores in the mall had a statistically 
non-significant effect on mall satisfaction (β = -.04, t = -0.101, p = .92). Also, perceived 
functional value associated with the retail stores in the mall had a statistically non-significant 
effect on mall satisfaction (β = .55, t = 1.84, p = .07). Thus, hypotheses 10a and 10b were not 
supported.  
 Mall satisfaction had a statistically significant effect on patronage intention toward mall 
(β = .73, t = 16.32, p ≤ .05). Therefore, hypothesis 11 was supported. Mall satisfaction had 
statistically no significant effect on willingness to buy from retail stores in the mall (β = -.11, t = 
-1.66, p = .10). Thus, hypothesis 12 was not supported. In total, the hypothesized model 2 
explained 72% of variance in mall patronage intention. The summary of the causal Model 2 is 
presented in Table 17. 
Table 17. Summary of Support for Hypotheses (Model 2) Based on the Results of SEM 
Hypothesis Path Hypothesized 
Effect 
Result 
H7a Retail store experiential value → Willingness to buy   
from retail store in the mall 
+ S. 
H7b Retail store functional value → Willingness to buy   
from retail store in the mall 
+ N.S. 
H8 Willingness to buy   from retail store in the mall → 
Patronage intention toward mall 
+ S. 
H9a Non-store experiential value → Mall satisfaction + S. 
H9b Non-store functional value → Mall satisfaction + S. (-) 
H10a Retail store experiential value → Mall satisfaction + N.S. 
H10b Retail store functional value → Mall satisfaction + N.S. 
H11 Mall satisfaction → Mall patronage intention + S. 
H12 Mall satisfaction → Willingness to buy from retail 
store in the mall 
+ N.S. 
Note: S. = significant; N.S. = non-significant; S. (-) = significant but opposite to the 
hypothesized direction 
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Testing of the Fully-Recursive Model 2 
 A fully recursive model consisted of all possible paths including the hypothesized paths 
in Model 2. Parameters were estimated using SEM. The model consisted of 17 latent variables. 
Although the fully recursive model was significant (χ2 = 3321.76, df = 1400, p ≤ .05), other fit 
indices indicated an acceptable model fit (CFI = .91, RMSEA = .05, SRMR = .06). The fully 
recursive model had five degrees of freedom less than the hypothesized model and the χ2 of the 
fully recursive model was 18.38 less than the hypothesized model. The χ2 difference was 
marginally significant. Therefore, the fully recursive model is marginally better than the 
hypothesized model. A summary of the fully-recursive model is reported in Table 18. Out of six 
paths for which the relationships were not hypothesized (i.e., additional paths in fully recursive 
model), the fully recursive model revealed that three of these relationships were significant and 
three were non-significant.  
Further comparison between the fully recursive and hypothesized models revealed that 
seven paths from the hypothesized model were corroborated, and two paths showed change in 
significance (see Table 19). Two hypothesized relationships that were found to be not significant 
in the fully recursive model were between non-store experiential value and mall satisfaction, and 
between non-store functional efficiency value and mall satisfaction.  
Table 18. Summary of the Fully-Recursive Model 2 Based on the Results of SEM 
Table 18. (Continued)   
Path Path 
Coefficient 
and (t-value) 
Result 
Retail store experiential value → Willingness to buy from retail 
store in the mall 
.93 (2.82) S. 
Retail store functional value → Willingness to buy from retail 
store in the mall 
-.07(-0.257) N.S. 
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Table 18. (Continued)   
Path Path 
Coefficient 
and (t-value) 
Result 
Non-store experiential value → Willingness to buy from retail 
store in the mall 
-.37 (-1.47) N.S. 
Non-store functional value → Willingness to buy from retail store 
in the mall 
.27(1.47) N.S. 
Mall satisfaction → Willingness to buy   from retail store in the 
mall 
-.06 (-0.06) N.S. 
Retail store experiential value → Mall satisfaction .25 (0.74) N.S. 
Retail store functional value → Mall satisfaction .32 (1.12) N.S. 
Non-store experiential value → Mall satisfaction .30 (1.26) N.S. 
Non-store functional value → Mall satisfaction -.20 (-1.12) N.S. 
Mall satisfaction → Mall patronage intention .61 (7.41) S. 
Willingness to buy from retail store in the mall → Patronage 
intention toward mall 
.29 (2.50) S. 
Retail store experiential value → Patronage intention toward mall -.82 (-1.83) N.S. 
Retail store functional value → Patronage intention toward mall .68 (2.14) S.  
Non-store experiential value → Patronage intention toward mall .79 (2.47) S.  
Non-store functional value → Patronage intention toward mall -.51 (-2.13) S. 
Note: S. = significant; N.S. = non-significant 
 
Table 19. Comparison of the Path Significance Results between Hypothesized and Fully-
Recursive Model 2 
  Results of the Hypothesized Model 
  H0 : ρ = 0 H0 : ρ ≠ 0 
Results of the Fully-
recursive Model 
Not significant 4 (right) 2 (wrong) 
Significant 0 (wrong) 3 (right) 
 
Testing for Mediating Effects 
 For the hypothesized model 2, several indirect effects were tested. When conducting a 
mediation analysis, the bootstrapping method, which does not require normality of the sampling 
distribution, is preferred over the conventional method, which assumes normality of the sampling 
distribution (Hayes, 2009). The bootstrapping method, conducted by resampling (i.e., 5000 
times) the original dataset, proves to be better for evaluating indirect effects (Bollen & Stine, 
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1990; MacKinnon, Lockwood, & Williams, 2004). Therefore, to test the indirect effects, the 
bootstrapping method was employed in this study. The specific indirect effects of perceived 
value (i.e., experiential and functional value associated with retail stores in the mall and with 
non-store aspects of the mall) on patronage intention toward mall are showed in Table 20. The 
two mediators were willingness to buy from retail stores in the mall and satisfaction with mall. 
The only statistical significant result was the meditation effect of willingness to buy from retail 
stores in the mall (β = .13, t = 2.28, p ≤ .05) between the perceived experiential value associated 
with retail stores in the mall and patronage intention toward mall. All other indirect effects were 
not significant.  
Table 20. Results for the Specific Indirect Effects in Model 2  
Table 20. (Continued)   
Path Path 
Coefficient and 
(t-value) 
Significance 
Effects from Retail Store Experiential Value to Mall 
Patronage Intention 
Retail store experiential value → Willingness to buy from 
retail store in the mall → Mall patronage intention 
 
 
.13 (2.28)* 
 
 
S. 
Retail store experiential value → Mall satisfaction → Mall 
patronage intention 
-.03 (-0.043) N.S. 
Retail store experiential value → Mall satisfaction → 
Willingness to buy from retail store in the mall → Mall 
patronage intention 
.01 (0.029) N.S. 
Total Indirect Effect .11 (0.18) N.S. 
Effects from Retail Store Functional Value to Mall 
Patronage Intention 
Retail store functional value → Willingness to buy from 
retail store in the mall → Mall patronage intention 
 
 
.06 (1.18) 
 
 
N.S. 
Retail store functional value → Mall satisfaction → Mall 
patronage intention 
.40 (0.78) N.S. 
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Table 20. (Continued)   
Path Path 
Coefficient and 
(t-value) 
Significance 
Retail store functional value → Mall satisfaction → 
Willingness to buy from retail store in the mall → Mall 
patronage intention 
-.01 (-0.463) N.S. 
Total Indirect Effect .44 (0.88) N.S. 
Effects from Non-store Experiential Value to Mall 
Patronage Intention 
Non-store experiential value → Mall satisfaction → Mall 
patronage intention 
 
 
.41 (1.01) 
 
 
N.S. 
Non-store experiential value → Mall satisfaction → 
Willingness to buy from retail store in the mall → Mall 
patronage intention 
-.01 (-0.56) N.S. 
Total Indirect Effect .40 (1.02) N.S. 
Effects from Non-store Functional Value to Mall 
Patronage Intention 
Non-store functional value → Mall Satisfaction → Mall 
patronage intention 
 
 
-.27 (-0.903) 
 
 
 
N.S. 
Non-store functional value → Mall satisfaction → 
Willingness to buy from retail store in the mall → Mall 
patronage intention 
.01 (0.51) N.S. 
Total Indirect Effect -.26 (-0.91) N.S. 
Note: ** p ≤ .05; S. = significant; N.S. = non-significant   
Supplementary Analysis 
Actual Purchase Behavior 
The third stage of the analysis consisted of examining the factors associated with groups 
based on level of “actual purchase behavior” of mall shoppers. The five dependent variables 
considered were experiential value and functional value associated with retail stores and with 
non-stores aspects of the mall, and mall satisfaction. Mall shoppers were divided into three 
groups (i.e., low, medium, and high) based on their composite score on the variable “actual 
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purchase behavior”. Those with composite score of 0 – 8 were placed in the low group (n = 168), 
those with composite score of 9 – 10 were placed in the medium group (n = 198), and those with 
composite score of 11 – 14 were placed in the high group (n = 186). Multivariate Analysis of 
Variance (MANOVA) was conducted to test whether significant differences existed among these 
three groups on the five dependent variables noted above. Results of MANOVA are reported in 
Table 21.  
Prior to conducting the MANOVA, the correlations among the dependent variables were 
observed in order to test the MANOVA assumption that the dependent variables would be 
correlated with each other moderately (Meyers, Gampst, & Guarino, 2006). Moderate 
correlations were observed between the dependent variables (.20 to .70). Based on the Levene’s 
test, the homogeneity of variance assumption was considered as satisfied, even though five of the 
six Levene’s tests were statistically significant (p ≤ .05). Specifically, examination of the 
standard deviations revealed that none of the largest standard deviations were more than four 
times the size of the corresponding smallest standard deviations, suggesting that the ANOVA 
would be robust in this case (Howell, 2009). One-way MANOVA revealed a significant 
multivariate main effect for actual purchase behavior, Wilk’s λ = 0.94, F (10, 1090) = 3.65 p ≤ 
.05, partial eta squared = 0.03. Power to detect the effect was 0.99. Given the significance of the 
overall test, the main effects were examined and revealed significance for three of the five 
variables. As illustrated in Table 21, the effect sizes ranging from 0.025 to 0.042 for the three F-
tests were found to be statistically significant. MANOVA results demonstrated a significant 
effect for store experiential value, F (2,549) = 11.92, p ≤ .05, store functional value F (2,549) = 
10.52, p ≤ .05, and mall satisfaction F (2,549) = 7.17, p ≤ .05. Results for non-store experiential 
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value F (2,549) = 0.52, p = .59 and non-store functional value were not statistically significant F 
(2,549) = 2.06, p = .13.  
Table 21. MANOVA Results for Main Effects of Actual Purchase Behavior  
Dependent Variable F (2, 549) p-value Significance 
Store experiential value 11.92 .00 S. 
Store functional value 10.52 .00 S. 
Non-store experiential value 0.521 .59 N.S. 
Non-store functional value 2.062 .13 N.S. 
Mall satisfaction 7.172 .00 S. 
Note: Significant at p ≤ .05; S. = Significant, N.S. = Non-significant 
A series of Tukey post-hoc analyses were performed to examine individual difference 
comparison across the three levels of actual purchase behavior for each of the five dependent 
variables. The results of the pairwise comparison are shown in Table 22. In terms of significant 
results, shoppers showing high actual purchase behavior placed more importance on store 
experiential value, store functional value, and mall satisfaction than did shoppers showing low or 
medium actual purchase behavior.  
Table 22. Univariate Effects for Actual Purchase Behavior 
Table 22. (Continued)     
Dependent 
Variables 
(I) Actual 
purchase 
behavior 
(J) Actual 
purchase 
behavior 
Mean 
Difference (I-
J) 
p-value Significance 
Store 
experiential 
value 
Low Medium -0.0591 .77 N.S. 
High -0.3920 .00 S. 
Medium Low 0.0591 .77 N.S. 
High -0.3329 .00 S. 
High Low 0.3920 .00 S. 
Medium 0.3329 .00 S 
Store 
functional 
value 
Low Medium -0.0338 .93 N.S. 
High -0.3731 .00 S. 
Medium Low 0.0338 .93 N.S. 
High -0.3393 .00 S. 
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Table 22. (Continued)     
Dependent 
Variables 
(I) Actual 
purchase 
behavior 
(J) Actual 
purchase 
behavior 
Mean 
Difference (I-
J) 
p-value Significance 
High Low 0.3731 .00 S. 
Medium 0.3393 .00 S. 
Non-store 
experiential 
value 
Low Medium -0.0648 .77 N.S. 
High -0.0970 .57 N.S. 
Medium Low 0.0648 .77 N.S. 
High -0.0323 .94 N.S. 
High Low 0.0970 .57 N.S. 
Medium 0.0323 .94 N.S. 
Non-store 
functional 
value 
Low Medium -0.2306 .11 N.S. 
High -0.1580 .37 N.S. 
Medium Low 0.2306 .11 N.S. 
High 0.0726 .79 N.S. 
High Low 0.1580 .37 N.S. 
Medium -0.0726 .79 N.S. 
Mall 
satisfaction 
Low Medium -0.0878 .65 N.S. 
High -0.3607 .00 S. 
Medium Low 0.0878 .65 N.S. 
High -0.2729 .13 S. 
High Low 0.3607 .00 S. 
Medium 0.2729 .01 S. 
Note: Significant at p ≤ .05; S. = Significant, N.S. = Non-significant 
Non-response Bias Testing 
Finally, to investigate potential nonresponse bias, data were collected on three variables 
(i.e., age, gender, and marital status) from shoppers who refused to participate in the study. 
Nonresponse bias is defined as “the multiplicative effect of the nonresponse rate of a sample 
survey and the difference in the measured population characteristic between the non-respondents 
and respondents” (Lesser et al., 2001, p. 7). The potential sources of bias can be assessed by 
comparing the characteristics of respondents with those of non-respondents (Ryan & Lorenz, 
1981). For survey research, nonresponse bias poses a threat to the external validity of study’s 
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results (Viswesvaran, Brick, & Ones, 1993). In order to ensure the generalizability of results to 
the population under examination of this study, the potential for non-response bias was examined 
using a chi-square test of independence, comparing the respondents (N = 552) with non-
respondents (n = 1195) on three demographic variables (i.e., age, gender, and marital status). 
Age 
A chi-square test of independence did not reveal a statistically significant difference 
between the four age categories (i.e., 18-24, 25-31, 32-38, and 39-45 years) in the two groups 
(i.e., respondents and non-respondents) employed to test representativeness (χ2 = 1.472, df = 3, p 
= .689). The respondents and non-respondents have the similar proportion of the four age 
categories. Therefore, in terms of age, the study respondents (N = 552) are representative of the 
non-respondents (n = 1195).  
Gender 
A chi-square test of independence did not reveal a statistically significant difference 
between the number of males and females in the two groups employed to test representativeness 
(χ2 = 0.969, df = 1, p = .325). The study respondents (males = 369; females = 183) and study 
non-respondents (males = 770; females = 425) have a similar proportion of male and female 
cases. Therefore, in terms of gender, the study respondents are representative of the non-
respondents.  
Marital status 
A chi-square test of independence revealed a statistically significant difference between 
the number of single and married shoppers in the two groups employed to test representativeness 
(χ2 = 293.89, df = 1, p ≤ .05). The study respondents (single = 383; married = 169) and non-
respondents (single = 313; married = 882) do not have a similar proportion of single and married 
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cases. A greater proportion of study non-respondents than study respondents were married. 
Therefore, in terms of marital status, the study respondents are not representative of non-
respondents. Hence, caution is advised while generalizing the results of this study with respect to 
marital status of the mall shoppers.   
Table 23. Results of the Chi-square test of Independence for Testing Non-response Bias 
Variable Category Percentage χ2 p-value Significance 
  Respondents Non-
respondents 
   
Age 18-24 49.6 47.2 1.472 .69 N.S. 
25-31 41.7 44.4    
32-38 7.8 7.3    
39-45 0.9 1.2    
Gender Male 66.8 64.4 0.969 .33 N.S. 
Female 33.2 35.6  
Marital 
status 
Single 69.4 26.2 293.89 .00 S. 
Married 30.6 73.8  
Note: Significant at p ≤ .05, S. = Significant; N.S. = non-significant
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CHAPTER 5. DISCUSSION AND CONCLUSIONS 
 
 This chapter includes the summary and interpretation of the results that were reported in 
Chapter 4. Based on the findings of this study, conclusions, implications, limitations, and future 
research recommendations are presented.  
Summary and Discussion 
 A growing body of research has validated the relevance of the experience economy 
perspective for understanding consumer behavior (e.g., Hosany & Witham, 2010; Jeong et al., 
2009; Quadri-Felitti & Fiore, 2012). The present study focused on the application of the 
experience economy perspective to understanding the Indian shopping mall experience, looking 
at shoppers’ consequent patronage intention toward the mall. It appears that no research to date 
has assessed the shopping mall experience from the experience economy perspective. Hence, the 
present study is the first to systematically examine Indian consumers’ mall shopping behavior 
through the experience economy perspective, collecting data via a mall intercept survey.  
Organized retailing in India is growing rapidly, and it is expected to capture 20% of the 
country’s retail market by 2020 (“Retail Global,” 2011), a marked increase from the present 
7.5% (“Pulse of Indian Retail,” 2014). Among the various forms of organized retailing (e.g., 
hyper markets and super markets), malls have especially caught the attention of retail investors 
in India in the last decade. In 1999, there were just three malls opened in India; that number grew 
to 220 malls in 2006 and is expected to reach 715 malls by 2015 (Kuruvilla & Joshi, 2010; 
Pradhan, 2004). However, this growth has not been accompanied by profitability and return on 
investment, which is a matter of concern for investors (“Pulse of Indian Retail,” 2014). 
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Monumental growth in the number of malls has given rise to increased competition among them. 
In addition, malls face competition from other shopping channels such as online retailing, which 
has been on the rise in recent years (“Internet Retailing,” 2014). In order to safeguard the 
immense investment and ensure their profitability, malls need to have a competitive edge over 
other channels.  
Innovative marketing strategies such as the 4Es can create value for malls, leading to a 
distinct competitive advantage that contributes to firm success (Pine & Gilmore, 1999). The 
combination of retail stores and non-store aspects within the mall distinguishes them from other 
retail venues. Therefore, the purpose of the present study was to explore the effects of the 
perceived value associated with the 4Es of both retail stores and non-store aspects of the mall on 
Indian consumers’ mall satisfaction, willingness to buy from retail stores in the mall, and mall 
patronage intention.  
 The majority of Indian mall shoppers in the present study were young, educated, affluent, 
and single, similar to the characteristics of Indian mall shoppers in earlier studies (Batra, 2010; 
Ghosh et al., 2010; Mann, 2012; Virdi, 2011). Most mall shoppers in the present study were 
regular visitors to a mall (i.e., visiting once every two weeks or at least once a month). Family 
and friends were their most preferred companions while visiting the mall. Apart from buying 
merchandise, the purpose of visits included browsing, passing time, and using non-store aspects 
of the mall such as the food court or the multiplex movie theatre. The results of the structural 
equation model, which included demographic variables as control variables, illustrated that 
gender and income were the only demographic characteristics to significantly affect mall 
patronage intention. Other demographic characteristics (including age, education, and marital 
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status) played little role in predicting mall patronage intention. Women were more likely to 
patronize malls than men, and mall visitors with a higher monthly household income tended to 
show higher mall patronage intention than did those with a lower income level. These results 
confirm Grewal et al. (2003)’s previous research that found that gender differences play a strong 
role in shopping decisions, as well as Kuruvilla, Joshi, and Shah’s work (2009) that showed 
women to have a more positive attitude toward mall shopping. The present study also supports 
Batra’s (2010) conclusion that Indians with higher disposable income are more likely to 
patronize malls.  
    Hypotheses testing was conducted in two stages. In the first stage, the impact of the 4Es 
on perceived value (i.e., emotional, social, and sensory appeal) associated with both retail stores 
in the mall and the mall’s non-store aspects was tested (hypotheses 1 through 6). In the second 
stage, the relationships among experiential and functional value associated with retail stores in 
the mall and non-store aspects of the mall, willingness to buy from retail stores in the mall, mall 
satisfaction, and mall patronage intention were tested (hypotheses 7 through 12).  
Influence of the 4Es on Perceived Experiential Value Associated with Retail Stores and 
Non-Store Aspects of the Mall 
 The present study adapted a 4E scale developed by Oh et al. (2007) to measure these 
experience economy constructs in an Indian mall context, and the scale proved to be reliable and 
valid based on CFA results. This was the first time the adapted instrument had been used to 
capture the experience economy perspective in the mall context and in a non-Western, 
developing country (India). A causal model representing relationships among the 4Es and 
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perceived value (i.e., emotional, social, and sensory appeal) associated with retail stores in the 
mall and the mall’s non-store aspects (hypotheses 1 – 6) was tested using SEM.  
Educational experience and perceived emotional value 
The SEM structural model results revealed that the positive relationship between 
educational experience and emotional value associated with retail stores in the mall (H1a) and 
non-store aspects of the mall (H1b) were not significant. Thus, with regards to the educational 
experience dimension, whereas malls offer numerous opportunities for shoppers to increase their 
knowledge and skills (e.g., browsing, learning about new trends, taking part in educational 
events such as arts and craft classes), such experiences had little influence on emotional value. 
Relatedly, earlier 4E studies (Hosany & Witham, 2010; Quadri-Felitti & Fiore, 2012) found that 
educational experience was the lowest or non-significant (Oh et al., 2007) contributing construct 
to consumer responses. In the context of online shopping website features, Jeong et al. (2009) 
found that educational experience did not have a significant effect on pleasure. Therefore, these 
results are consistent with earlier studies.  
Entertainment experience and perceived emotional value   
Positive emotional value resulted from the entertainment experience of retail stores in the 
mall (H2a). Similarly, in an online store setting, Jeong et al. (2009) concluded that the 
entertainment experience had a strong direct effect on pleasure. Whereas Hosany and Witham 
(2010) found the entertainment dimension to be important in estimating arousal, satisfaction, and 
intention to recommend in the context of a vacation cruise, it was not statistically significant in a 
Bed and Breakfast vacation context (Oh et al., 2007). In the current study, it was not significant 
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for the non-store aspects of the mall (H2b), supporting Oh et al.’s contention that the importance 
of each of the 4Es to consumer response is context dependent. On one hand, retail stores in the 
mall delivered emotional value, for example through window shopping; on the other hand non-
store aspects (such as multiplex theatres) failed to provide this emotional value. The 
entertainment experience requires passive participation and absorption (Pine & Gilmore, 1999) 
in the activity performed in the mall that amuses, captivates, and provides fun to the shopper. 
Although malls offer a great deal of entertainment and attract consumers because of their 
pleasurable entertainment value (Anuradha & Manohar, 2011; Rakesh & Khare, 2011), it seems 
that retail stores in the mall are more successful than malls’ non-store aspects in providing 
entertainment experience, which positively influences emotional value.  
Escapist experience, perceived emotional value, and perceived social value 
 A similar pattern of significance was found between escapist experience and emotional 
value; it was significant for retail stores in the mall (H3a) and non-significant for the non-store 
aspects of the mall (H3b). The significant result aligns with findings of previous research 
(Hemalatha & Ravichandran, 2009) on Indian malls, which found that one of the motivational 
factors among Indian youth to visit malls is “adventure shopping.” They shop for stimulation, 
excitement, and thrill in a “different universe”, which leads to pleasure. However, escapist 
experience did produce a significant positive effect on perceived social value associated with 
both retail stores (H4a) and non-store aspects (H4b). Earlier research found that the Indian 
consumer derives social pride and prestige by visiting malls (Anuradha & Manohar, 2011). In 
terms of the escapist experience, Indian consumers may feel modern and like Western 
consumers, which enhances social value (Varman & Belk, 2012). Visiting a mall satisfies 
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consumers’ needs for distinctiveness, which is defined as an “individual’s dual drive of 
affiliation to an ideal social or status group and differentiation from a less ideal social group” 
(Mann, 2012, p. 27). Indian consumers visit Western retail formats to enhance and portray their 
own status (Mann, 2012), perhaps by buying from stores with well-respected brands and being 
seen in non-store aspects of the popular mall.  
Esthetic experience, perceived emotional value, and perceived sensory appeal value    
The positive effects of esthetic experience on emotional value and on sensory appeal 
value associated with both retail stores in the mall (H5a, H6a) and the non-store aspects of the 
mall (H5b, H6b) were significant. Thus, the present study suggests that the esthetic experience 
has the most consistent positive impact out of the 4Es. Similarly, the esthetic experience resulted 
in significant and positive effects on outcome variables in earlier studies (Hosany & Witham, 
2010; Jeong et al., 2009; Oh et al., 2007; Quadri-Felitti & Fiore, 2012). Well-orchestrated 
esthetic elements of the shopping experience may foster emotional and sensory appeal value, 
which have been found to lead to positive memories (Dolcos & Cabeza, 2002), and which in turn 
affect shoppers’ subsequent attitudinal evaluations (Oh et al., 2007).  
Based on the results (H1 through H6), one can conclude that the experience economy 
constructs, except for the educational dimension, contribute to the perceived value associated 
with retail stores in the mall and/or the mall’s non-store aspects. Consistent with past studies 
(Jeong, 2007; Oh et al., 2007), these results refute Pine and Gilmore’s (1999) proposition that all 
4Es are important to consumer experience.  
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Relationships between Perceived Value, Willingness to Buy from Retail Stores in the Mall, 
Satisfaction with the Mall, and the Patronage Intention toward the Mall 
 In the second stage of hypotheses testing, the relationships in the conceptual model 
among experiential and functional value associated with retail stores in the mall and non-store 
aspects of the mall, willingness to buy from retail stores in the mall, mall satisfaction, and mall 
patronage intention were tested (hypotheses 7 through 12). The results are discussed below.  
Perceived value and willingness to buy from the retail stores in the mall 
The SEM structural model results revealed that the experiential value associated with 
retail stores in the mall did produce a significant, positive effect on the willingness to buy from 
those stores (H7a), whereas functional value (i.e., quality, price, service quality, and pester-free 
shopping value as first-order variables) did not (H7b). Unlike earlier research (Keng et al., 2007; 
Sweeny & Soutar, 2001), which reported that perceived value (i.e., utilitarian and experiential 
value) positively influences mall or store shoppers’ purchase intentions, this study found only 
experiential value, which included emotional, social, and sensory appeal value as first-order 
variables, to be significant. A possible explanation for these results lies in neurological consumer 
behavior research (Gallo, 2012), which states that consumers’ purchase intentions can be 
positively influenced by shopping experience which includes multisensory elements. 
Multisensory experience as a part of experiential value (Singh, 2006) helps the brain to engage 
with the product on an emotional level, positively influencing willingness to buy (Gallo, 2012).  
Although earlier research (Gupta et al., 2009) on organized retail stores in India found 
that functional value was an important predictor of purchase intentions, a more recent study by 
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Mann (2012) found that functional and experiential value were important positive predictors of 
young Indian consumers’ purchase intention in Western retail formats (i.e., the mall) only when 
perceived behavioral control (i.e., can afford the prices) was added as a moderator. Perhaps the 
functional value of mall retail stores was not an important factor in the willingness to purchase 
because functional value is no longer a clear differentiator among stores. Another possible 
explanation is that other shopping venues (e.g., stand-alone retail stores or online shopping) offer 
superior functional value. Virdi (2011) found that mall shoppers prefer to buy from stand-alone 
retail stores rather than retail stores located in a mall (e.g., Levis store in the neighborhood 
versus in a mall), because mall retail stores inflate their prices to sell at artificial discounts. 
Taken together, the results of this study intimate that retail stores in the mall should utilize the 
relative advantage of experiential value to differentiate themselves from other shopping outlets. 
The current study added sensory appeal value as one of the components of experiential value 
associated with retail stores in the mall, thus expanding the understanding of the perceived value 
scale developed by Sweeney & Soutar, (2001) which consisted of emotional and social value as 
hedonic dimensions.  
Actual purchase behavior  
When it comes to increasing actual sales, retailers should pay close attention to both 
experiential and functional aspects of their stores. Because of its multi-faceted nature (e.g., 
frequency of purchase, monetary value of the products bought, and type of product bought), the 
measurement of actual purchase behavior was not included in the structural model. Instead, the 
present study measured purchase behavior by capturing data on buying frequency. A 
supplementary analysis, conducted through MANOVA, revealed that those who purchased more 
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frequently had significantly higher means for retail store experiential and functional value and 
for mall satisfaction than did shoppers with low or medium purchase frequency. Moreover, non-
store experiential and functional value were not significant for any group (i.e., low, medium, and 
high frequency purchasers), indicating that when it comes to the frequency of purchasing, the 
value associated with non-store aspects doesn’t seem to play a significant role. 
Perceived value associated with non-store aspects and mall satisfaction  
Results on the perceived value associated with non-store aspects and mall satisfaction 
revealed that experiential value (H9a) had a positive and significant effect on mall satisfaction, 
whereas functional value (i.e., efficiency value) (H9b) did not. Research on non-store service 
settings (Babin et al., 2005; Cronin et al., 2000) and the mall (Ha & Im, 2012) supports that both 
perceived utilitarian and hedonic value had a strong and significant impact on satisfaction. The 
present study’s findings do not support this completely and conclude that only experiential value 
is significant in predicting shoppers’ satisfaction with the mall. This may be due to the fact that 
consumers value only those consequences that they desire (Singh, 2006) by forming preferences 
for certain attributes based on their ability to facilitate such consequences. Therefore, for these 
mall shoppers the primary drivers of value were more experiential than functional. This study 
expanded the understanding of the perceived value scale developed by Sweeney & Soutar, 
(2001), which consisted of only emotional and social dimensions, by adding sensory appeal 
value as a significant component of experiential value associated with mall’s non-store aspects.      
It should be noted that contrary to the hypothesis (H9b), functional value (i.e., efficiency) 
was found to have a significant but negative regression weight for the relationship with mall 
satisfaction, even though the correlation coefficient is positive between them. This contradiction 
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is attributed to the negative suppression effect in the structural model (Maassen & Bakker, 2001). 
Therefore, one should not assume that decreasing functional value (i.e., efficiency) enhances 
mall satisfaction. Malls allow consumers to complete numerous tasks such as shopping, having a 
nice meal, and watching a movie under one roof (Bansal & Bansal, 2012; Singh et al., 2011), 
thus increasing efficiency value (Mathwick et al., 2001). At best, taking into consideration the 
suppressor effect, it can be concluded that the hypothesis (H9b) was not supported.   
Perceived value associated with retail stores in the mall and mall satisfaction 
The positive effects of experiential value (H10a) and functional value (H10b) associated 
with retail stores in the mall on mall satisfaction were not significant. Mall retail stores are 
clearly integral to the mall and contribute to a consumer’s mall shopping experience, but it was 
the non-store experiential value that positively influenced the mall satisfaction (H9a). Perhaps 
when mall shoppers think of malls, they weigh the non-store aspects heavily because these 
differentiate among malls more than do the tenant stores, which follow brand identity 
requirements set at the corporate level.  
It is important to point out that only 14.5% respondents visited the mall for the sole 
purpose of buying merchandise from its retail stores. A majority of respondents reported visiting 
malls for multiple purposes involving non-store aspects, such as watching a movie in multiplex, 
eating in the food court, passing time, and meeting friends/socializing. Thus, the Western trend 
of developers seeing malls as lifestyle centers (Kaplan, 2004) is suitable when developing malls 
for Indian consumers.  
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Willingness to buy from the retail stores, mall satisfaction, and mall patronage intention 
The positive effects of willingness to buy from retail stores in the mall (H8) and mall 
satisfaction (H11) on patronage intention toward the mall were significant. Consumers satisfied 
with the mall and those willing to buy from its retail stores both showed an intention to visit the 
mall for shopping and buying, and to speak positively about the mall. Based on the mediation 
analysis results, it is appropriate to conclude that the experiential value associated with retail 
stores in the mall influences shoppers’ willingness to buy from these retail stores, which in turn 
influences their patronage intention toward the mall. The positive effect of mall satisfaction on 
mall patronage intention was significant (H11). The results from the present study not only 
corroborate the existing research on mall satisfaction leading to mall patronage intention (Batra, 
2010; Ha & Im, 2012; Mann, 2012), but also provides insight that it is the likely overlooked 
experiential value associated with non-store aspects of the mall that fosters mall satisfaction.  
Mall satisfaction and willingness to buy from retail stores in the mall 
Consumers’ satisfaction with the mall did not influence their willingness to buy from its 
retail stores (H12). These findings are not consistent with a stream of theory and research which 
supports the view that satisfaction with products/services affects the intention to buy (Howard & 
Sheth, 1969; Oliver, Rust, & Varki, 1997; Wesley et al., 2006). Perhaps when shoppers think of 
malls they see them as lifestyle centers, where purchasing from stores is just one of the many 
activities undertaken there and not the salient reason for going there. When they do shop and buy 
in the mall, it is done for hedonic rather than functional reasons.  
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 It is also important to note that the willingness to buy from retail stores in the mall is 
positively influenced by the experiential value associated with those retail stores, whereas 
satisfaction with the mall is positively influenced by the experiential value associated with the 
mall’s non-store aspects. It appears that Indian shoppers visit the mall as a leisure-time 
experiential activity – for feeling, fun, and fantasy – rather than a need-based functional activity 
(to resolve a need or a problem). Therefore, the experiential value of the mall experience is 
critically important. This supports earlier studies on Indian malls (Goel & Dewan, 2011; Kaur & 
Singh, 2007; Srinivasan & Srivastava, 2010).  
A possible explanation for the significant importance of the experiential value rather than 
the functional value can be found in the hedonic dominance phenomenon (Chitturi, 
Raghunathan, & Mahajan, 2007). The hedonic dominance phenomenon states that when 
functional needs are met by a choice set, consumers place greater importance on the hedonic 
value. Earlier research (Ghosh et al., 2010; Kumar et al., 2010) suggested that one of the most 
reliable ways to achieve sustained satisfaction and patronage toward a mall is through offering an 
outstanding value to Indian consumers. Steigelman (2000) rightly pointed out that to instill 
loyalty with one’s customers, marketers need to go beyond the mix of price, quality, and services 
to provide experience-based value. A more recent longitudinal study (Lysonski & Durvasula, 
2013) suggested that Indian consumers have evolved since 1994 and Indian consumers are now 
more modern in their decision-making profiles. They are more brand-conscious and shop more 
for novelty or recreation than they did 15 years ago. Therefore, malls need to provide more 
positive shopping experiences based on esthetic appeal, as well as an engaging and enjoyable 
atmosphere that provides entertainment.  
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Conclusions and Implications 
 The present study contributes to the emerging body of research on the 4Es (Hosany & 
Witham, 2010; Jeong et al., 2009; Oh et al., 2007; Quadri-Felitti & Fiore, 2012) and on malls in 
India (Batra, 2010; Mann, 2012; Virdi, 2011). Moreover, this is the first study to empirically 
examine the experience economy in a non-Western mall context. The results provide critical 
insight into the factors that influence Indian consumers’ mall patronage intention and confirm the 
applicability of Pine and Gilmore’s (1999) experience economy concept to the study of non-
Western consumer behavior and different consumer venues (i.e., retail stores in the mall and 
non-store aspects of the mall). 
 The present study supports the usefulness of combining the consciousness-emotion-value 
(C-E-V) and cognition-affect-behavior (C-A-B) models within the S-O-R framework (Mehrabian 
& Russell, 1974), as proposed by Fiore and Kim (2007), in order to capture the functional and 
experiential value of the mall shopping experience. Whereas the C-A-B model reflects an 
information processing approach (Holbrook, 1986), it does not fully capture the experiential 
nature of emergent retail trends leading to purchasing decisions (Fiore & Kim, 2007). In this 
case, the C-E-V model, which focuses on the value derived from consumption experience, 
captures those aspects of the mall shopping experience that cannot be fully captured by the C-A-
B model. In the present study, ambience, design, and social cues that contribute to the mall 
shopping experience – the  4Es – induced the internal perceptions (i.e., perceived value and 
satisfaction) that had an impact on Indian consumers’ behavioral intention responses (i.e., mall 
patronage intention and willingness to buy).  
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The hypothesized model results revealed that in the context of Indian shopping malls, 
esthetic experience had the largest impact (as seen in the path coefficients) on emotional and 
sensory appeal value, which were two parameters contributing to the second-order experiential 
value variables. Social value, solely affected by escapist experience, was the remaining 
parameter in the second-order experiential value variables for retail stores and non-store aspects 
of the mall. Experiential value associated with retail stores and non-store aspects of the mall 
contributed to the willingness to purchase from the retail stores and mall satisfaction, 
respectively. Therefore, fostering sensory appeal value through enhanced ambience (e.g., 
temperature control, music, and lighting) and design elements (mall décor, window displays, 
architecture, and layout), as well as fostering social value through offering prestigious brands, 
and fun or exclusive events could provide a good return on investment for both mall retailers and 
mall owners.  
Effective strategies would produce “delighters.” Delighters are innovative features that 
customers do not expect (Singh, 2006). The presence of these features contributes greatly to the 
shopping experience, but their absence does not negatively affect the experience (Singh, 2006).  
Delighters may come from the incorporation of exclusive technological advancements such as 
augmented reality (AR). For example, Topshop has partnered with Kinect to create augmented 
reality dressing rooms that allow the shopper to envision how products look on the body without 
physically trying them on. Shiseido’s augmented reality makeup mirror takes an image of the 
shopper’s face and shows him/her how various cosmetics will look. Such exclusive brand 
experiences may provide social value and entertaining experiences that contribute to emotional 
value, consequently offering the experiential value that Indian consumers desire.  
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This study’s results showed that the willingness to buy from retail stores in the mall plays 
a significant mediating role between the experiential value associated with retail stores in the 
mall and the mall patronage intention. Thus, the road to Indian consumers’ mall patronage 
intention is likely paved with the emotional value (fun, playfulness), social value (status seeking 
behavior), and sensory appeal value (multi-sensory shopping experience) associated with retail 
stores in the mall rather than an emphasis on the stores’ functional value.  
Experiential value associated with the non-store aspects of the mall should not be 
overlooked as it may indirectly influence actual purchase behavior through mall satisfaction, and 
mall satisfaction may also affect patronage intention, including positive word-of-mouth, which is 
important to young consumers’ decision-making processes (Cronin et al., 2000). Therefore, 
activities, events, and promotions that enhance experiential value may reap dividends for the 
mall in the form of more foot traffic and more sales for its retailers.  
Another important conclusion of the present study is that pester-free shopping value is an 
important sub-construct of functional value for Indian consumers. Through exploratory factor 
analysis, it was found that the pester-free shopping value is a separate factor from service quality 
value. In the context of organized retail in India, previous studies (Jain, 2010; Pandey & Darji, 
2011; Sachdeva & Tripathi, 2008) have found similar sentiments expressed by Indian shoppers. 
Because pester-free shopping is essential in organized retail where consumers expect freedom 
from intrusive or pushy staff while shopping, sales personnel should be trained to help customers 
without intruding on the shopper’s sense of freedom. Therefore, the number of sales personnel 
should be sufficient and their demeanor approachable without following customers continuously, 
which would negate the desired pester-free experience.   
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This study also provides theoretical implications. Considering that significant economic, 
cultural, and social differences exist across developed (e.g., Western) and developing countries, 
consumer behavior in emerging economies such as India can be significantly different than that 
of Western countries such as the USA. The experience economy perspective has been 
extensively applied in previous studies, but most often in the context of Western countries. Thus, 
the theoretical contribution of this study is to test the applicability of the experience economy 
perspective in understanding mall shopping behavior of Indian consumers (i.e., non-Western 
context). The study validates the measurement of the 4E experience economy constructs. 
Moreover, the results of this study provide empirical support to the idea that the experience 
economy constructs have a significant impact on the perceived value associated with retail stores 
in the mall and non-store aspects of the mall.  
  The present study contributes to our understanding of service quality by revealing that a 
“pester-free” shopping construct is a significant part of functional value. Shopping experiences 
in Western countries and India are very different. For instance, negotiating price or “haggling” is 
more common in Indian retail shops than it is in Western shops. Thus, service quality scales 
(Cengiz & Kirkbir, 2007; Parasuraman, Zeithaml, & Berry, 1988), which reflect the experience 
of Western consumers, may not capture the service quality elements that consumers in other 
parts of the world may encounter. Therefore, the development of the pester-free construct may be 
timely, capturing the evolving nature of service quality-related preferences of consumers in the 
rapidly changing retail landscape of India. As customers enjoy services that provide increased 
independence and freedom (Meuter, 2000), the effects of self-service technologies on the 
importance of a pester-free shopping experience and functional value in an Indian retail context 
should be explored.  
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Limitations 
 It is important to address the limitations of the present study. This study followed 
guidelines outlined by Sudman (1980) for a mall intercept survey to help avoid potential bias. 
Although earlier studies (Batra, 2010; Bush & Hair, 1985) found that the mall intercept is a 
relatively inexpensive method of collecting high quality, accurate data in a face-to-face interview 
manner, the sample may not have fully reflected the population characteristics. For example, the 
present study detected a potential non-response bias for marital status; married consumers were 
less likely to participate compared to those who are single. Also, gender and income significantly 
affected mall patronage intention. Hence, caution is advised when generalizing the results of this 
study to the general population of India.  
 The mall intercept interviews were conducted in two malls (Select City Walk and 
Ambience Mall), which are positioned as high-end retail malls located in an urban area (i.e., a 
Tier-I city) of Northern India. Therefore, caution is advised when generalizing the findings of the 
present study to other malls positioned differently, in Tier-II cities, or other regions of India. 
Also, the study was limited in its sampling time frame of six weeks. Future studies may consider 
administering the mall intercept survey during other time periods of the year, which would 
reduce the time frame bias.  
 Many of the measurement scales used in the present study were originally developed for 
Western consumers. The items were adapted to capture responses from non-Western consumers, 
assuming the items would have the same meaning for Indian consumers. For example, the 4E 
constructs (Oh et al., 2007) were used in the Indian context for the first time. Hence, further 
validation is required through cross-cultural analysis of the scales and further use in studies on 
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Indian consumers. All of the above limitations should be considered when generalizing these 
results.   
Future Research 
 The present study should be conducted in different regions of India, especially the 
western region where significant mall development has taken place in the last decade, as there is 
vast regional diversity in India stemming from cultural, social, and economic factors (Sinha, 
2011). These factors have been found to influence consumption patterns (Dayal-Gulati & Jain, 
2010), including the presence of the hedonic dominance phenomenon (Chitturi, Raghunathan, & 
Mahajan, 2007). Therefore, malls from different regions of India and in cities of different 
population sizes (Tier-I or Tier-II) should be considered in future studies, which could verify the 
relevance of the experience economy perspective to the shopping mall phenomenon. A cross-
cultural study involving other Asian countries where organized retail (especially malls) is 
developing at different rates should also be undertaken. Because there is great diversity in India 
and among Asian cultures, retailers should focus on urban clusters rather than on an entire 
country as one market (Todd, 2009). Therefore, the present study should be extended and 
validated with studies in other Asian cities or urban clusters.    
 Future studies may also compare the perceived value and patronage of stand-alone retail 
stores and those within malls, because differences likely exist in shopper behavior when they 
visit these differing types of venues (Virdi, 2011). The present study employed a mall intercept 
survey with a focus on a consumer perspective. Future studies should tap the opinions of mall 
retailers, mall managers, and mall developers to compare their respective perceived importance 
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of each of the 4Es to the success of store and mall. Ideally, all stakeholders should have a 
common vision to create an effective mall environment for consumers. 
 Theme malls are becoming a popular attraction in Northern India (Virdi, 2011). Theme 
malls are specialty malls that aim to provide everything associated with a product/event or a 
theme. For example, Gold Souk Mall in Gurgaon has positioned itself as a one-stop location for 
jewelry, gems, and luxury watches. Another example is the Wedding Mall in Gurgaon, which 
claims to be a one-stop destination for all wedding needs. It features wedding planners, dress 
designers, card designers, florists, wedding jewelry, accessories, services related to cultural 
rituals, caterers, and honeymoon planners. The experiences in theme malls can be bewildering 
because of the “paradox of choice” (Schwartz, 2004), potentially having a negative effect on 
consumers’ perceptions of the 4Es, and experiential and functional value.  
 A longitudinal study, where data are collected at different times of the year (such as 
Diwali, Christmas, New Year) and over the lifespan of the mall could reveal significant 
differences in perceived value and mall patronage intentions of consumers, which would then 
inform mall marketing efforts. For example, a newly opened mall may attract consumers because 
of its novelty (experiential value), but over time functional value may become more important in 
attracting patrons.  
 The present study did not examine any personal traits (such as decision-making styles or 
shopper orientation) or market segments based on psychographic and lifestyle characteristics that 
differentiate mall shoppers. Future studies may include these factors while looking at the impact 
of the 4Es and perceived value on mall patronage intention.  
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 Measurement of actual purchase behavior was not included in the structural model 
because of its multi-faceted nature (e.g., frequency of purchase, monetary value of the products 
bought, type of product bought). The present study measured actual purchase behavior only in 
terms of frequency. Future studies should consider measuring actual purchase behavior, 
including types of goods and services purchased and amount spent. This will help to create a 
more holistic construct for measuring actual purchase behavior, which could inform retail and 
mall design/operation decisions, leading to financial success. 
 Looking at the mall shopping experience, this study separated the mall into two important 
components: retail stores and the mall’s non-store aspects. Two results were surprising in this 
context: a) the non-significant relationship between mall satisfaction and willingness to buy from 
retail stores in the mall, and b) the non-significant relationship between perceived value (both 
experiential and functional) associated with retail stores in the mall and mall satisfaction. 
Perhaps this may be due to shoppers weighting of non-store aspects when they think about mall 
satisfaction. Therefore, future studies may want to use a multi-attribute model (Ajzen & 
Fishbein, 1980) to better understand what mall attributes contribute to satisfaction.      
Lastly, the hypothesized model and fully-recursive model did not produce consistent 
results. Based on the difference in χ2 values, the fully recursive model was marginally better than 
the hypothesized model. Two significant paths were non-significant in the fully-recursive model: 
non-store experiential value and mall satisfaction, and non-store functional efficiency value and 
mall satisfaction. Future studies should further examine the role of non-store value on mall 
satisfaction.  
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APPENDIX A. Mall Intercept Survey Instrument 
Date: _ _/_ _/_ _ _ _      Day: __________      Time: __________      Mall Name: __________ 
Indian Mall Shopper Survey 
(Note: This questionnaire should be completed only by the Indian mall shoppers between 18-45 
years old.)  
1. Are you a mall shopper between the ages 18-45 year?    Yes  No 
2. Is your home country India?       Yes  No  
3. Did you purchase any merchandise today from retail stores in this mall?  Yes  No  
Section 1: Retail Stores in this Mall 
This mall includes retail stores that sell various types of merchandise including, but not limited 
to, national/international brands of apparel, fashion accessories, footwear, beauty & skincare 
products, electronics, books, gifts, watches & jewelry, home & lifestyle, and sports equipment.  
    Retail Stores in Mall 
   
Apparel-Domestic Brands Apparel- International Brands       Beauty & Skincare 
    
 Electronics     Books, gifts, and Music        Home & Lifestyle 
    
Watches   Stationery  Fashion accessories & Footwear 
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To answer this section of the questionnaire, please think about your OVERALL 
EXPERIENCE with RETAIL STORES in this mall only. Select the number on the scale 
with 1 = Strongly Disagree; 2 = Disagree; 3 = Slightly Disagree; 4 = Neutral; 5 = Slightly 
Agree; 6 = Agree; 7 = Strongly Agree to represent your level of agreement with each of the 
statements below. 
Strongly    Neutral            Strongly 
                Disagree                                     Agree   
1. The retail stores in this mall provide consistent quality of 
service. 
1 2 3 4 5 6 7 
2. The retail stores in this mall provide consistent quality of 
shopping environment.  
1 2 3 4 5 6 7 
3. The retail stores in this mall provide consistent quality of 
products. 
1 2 3 4 5 6 7 
4. The retail stores in this mall provide superior quality of 
products. 
1 2 3 4 5 6 7 
5. The retail stores in this mall carry reasonably priced 
products. 
1 2 3 4 5 6 7 
6. The retail stores in this mall offer good value for money. 1 2 3 4 5 6 7 
7. The retail stores in this mall provide good products and 
services for the price. 
1 2 3 4 5 6 7 
8. The retail stores in this mall are economical. 1 2 3 4 5 6 7 
9. The retail stores in this mall provide prompt service. 1 2 3 4 5 6 7 
10. Retail stores in this mall have competent employees. 1 2 3 4 5 6 7 
11. Employees of retail stores in this mall are approachable. 1 2 3 4 5 6 7 
12. Employees of retail stores in this mall are courteous, 
polite, and respectful.  
1 2 3 4 5 6 7 
13. The service of retail stores in this mall is reliable and 
consistent.  
1 2 3 4 5 6 7 
14. You feel annoyed in the retail stores of this mall because 
sales staff push you to buy a particular product. 
1 2 3 4 5 6 7 
15. You have freedom to browse in the retail stores of this 
mall without pressure from sales staff. 
1 2 3 4 5 6 7 
16. You get the help of sales personnel in the retail stores of 
this mall only when you need it. 
1 2 3 4 5 6 7 
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17. You feel a sense of freedom when you shop in the retail 
stores in this mall. 
1 2 3 4 5 6 7 
18. You enjoy shopping in retail stores in this mall. 1 2 3 4 5 6 7 
19. You feel relaxed shopping in retail stores in this mall. 1 2 3 4 5 6 7 
20. You feel good shopping in retail stores in this mall. 1 2 3 4 5 6 7 
21. Visiting retail stores in this mall gives you pleasure. 1 2 3 4 5 6 7 
22. Retail stores in this mall make you want to visit them. 1 2 3 4 5 6 7 
23. Shopping in the retail stores in this mall helps you feel 
socially accepted. 
1 2 3 4 5 6 7 
24. Shopping in the retail stores in this mall enhances the 
way you are perceived by others. 
1 2 3 4 5 6 7 
25. Shopping in the retail stores in this mall helps you make 
a good impression on others. 
1 2 3 4 5 6 7 
26. Shopping in the retail stores in this mall gains you social 
approval. 
1 2 3 4 5 6 7 
27. The way retail stores in this mall display their products 
is attractive. 
1 2 3 4 5 6 7 
28. Retail stores in this mall are aesthetically appealing. 1 2 3 4 5 6 7 
29. You like the way retail stores in this mall look. 1 2 3 4 5 6 7 
30. You like the ambience (i.e., music played, nice smell, 
temperature) of retail stores in this mall. 
1 2 3 4 5 6 7 
31. The probability of you buying from retail stores in this 
mall is very high. 
1 2 3 4 5 6 7 
32. The probability that you would consider buying from 
retail stores in this mall is very high. 
1 2 3 4 5 6 7 
33. The likelihood that you would purchase from retail 
stores in this mall is very high. 
1 2 3 4 5 6 7 
34. You regularly buy merchandise from retail stores in this 
mall. 
1 2 3 4 5 6 7 
35. You often buy products from retail stores in this mall. 1 2 3 4 5 6 7 
36. You frequently buy merchandise from retail stores in 
this mall. 
1 2 3 4 5 6 7 
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Section 2: Non-Store Aspects of the Mall 
Malls include various non-store aspects such as multiplex theatres, cafes, food courts, 
restaurants, gymnasium, bar/pub, discotheque, spas, health club, nail bar, salon, amusement 
rides, play zones, events, and activities in the mall. 
        Non-Store Aspects of the Mall 
     
Cafes   Cinema/Multiplex Theatre       Food court and restaurants 
   
   Health Club/Gymnasium              Nail Bar    Salon 
           
Spa     Discotheque/Bar/Pub       Play Zones/Activities  
 
To answer this section of the questionnaire, please think about your OVERALL 
EXPERIENCE with NON-STORE aspects of this mall only. Select the number on the scale 
with 1 = Strongly Disagree; 2 = Disagree; 3 = Slightly Disagree; 4 = Neutral; 5 = Slightly 
Agree; 6 = Agree; 7 = Strongly Agree to represent your level of agreement with each of the 
statements below. 
        Strongly    Neutral            Strongly 
         Disagree                               Agree
   
1. You enjoy visiting the non-store aspects of this mall. 1 2 3 4 5 6 7 
2. You feel relaxed because of the non-store aspects of this 
mall.  
1 2 3 4 5 6 7 
3. You feel good because of the non-store aspects of this 
mall. 
1 2 3 4 5 6 7 
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4. Visiting the non-store aspects of this mall gives you 
pleasure. 
1 2 3 4 5 6 7 
5. The non-store aspects make you want to visit this mall. 1 2 3 4 5 6 7 
6. Visiting the non-store aspects of this mall helps you feel 
socially accepted. 
1 2 3 4 5 6 7 
7. Visiting the non-store aspects of this mall enhances the 
way you are perceived by others. 
1 2 3 4 5 6 7 
8. Visiting the non-store aspects of this mall helps you make 
a good impression on others. 
1 2 3 4 5 6 7 
9. Visiting the non-store aspects of this mall gains social 
approval for you. 
1 2 3 4 5 6 7 
10. The mall displays related to non-store aspects are very 
attractive. 
1 2 3 4 5 6 7 
11. The non-store aspects of this mall are aesthetically 
appealing. 
1 2 3 4 5 6 7 
12. You like the way this mall’s non-store aspects look.  1 2 3 4 5 6 7 
13. You like the ambience (i.e., music played, nice smell, 
temperature) of the non-store aspects in this mall.  
1 2 3 4 5 6 7 
14. Visiting the non-store aspects of this mall is an efficient 
way to manage your time. 
1 2 3 4 5 6 7 
15. Visiting the non-store aspects of this mall makes your 
life easier. 
1 2 3 4 5 6 7 
16. Visiting the non-store aspects of this mall fits with your 
schedule. 
1 2 3 4 5 6 7 
 
 
Section 3: Overall Mall Shopping Experience 
To answer this section of the questionnaire, please think about your OVERALL 
EXPERIENCE (i.e., including both retail stores and non-store aspects of this mall) during 
today’s visit to this mall. Select the number on the scale with 1 = Strongly Disagree; 2 = 
Disagree; 3 = Slightly Disagree; 4 = Neutral; 5 = Slightly Agree; 6 = Agree; 7 = Strongly 
Agree to represent your level of agreement with each of the statements below. 
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        Strongly    Neutral            Strongly 
        Disagree                               Agree
   
1. This mall visit has made you more knowledgeable. 1 2 3 4 5 6 7 
2. You have learned a lot during today’s visit to this mall.  1 2 3 4 5 6 7 
3. Your visit to this mall has stimulated your curiosity to 
learn new things. 
1 2 3 4 5 6 7 
4. Your visit to this mall has been a real learning 
experience. 
1 2 3 4 5 6 7 
5. The mall setting has a good sense of design harmony. 1 2 3 4 5 6 7 
6. It has been pleasant just being in this mall. 1 2 3 4 5 6 7 
7. The mall setting is very attractive. 1 2 3 4 5 6 7 
8. Close attention was paid to the design details of the mall 
setting. 
1 2 3 4 5 6 7 
9. All of the activity of the mall has been amusing to watch. 1 2 3 4 5 6 7 
10. All of the activity of the mall has been fun to watch. 1 2 3 4 5 6 7 
11. You really enjoyed watching what others were doing. 1 2 3 4 5 6 7 
12. Watching all of the activity of the mall has been 
captivating. 
1 2 3 4 5 6 7 
13. During this mall visit, you have felt like you were living 
in a different time or place.  
1 2 3 4 5 6 7 
14. You have felt you played a different character during 
this mall visit. 
1 2 3 4 5 6 7 
15. This mall experience has let you imagine being someone 
else. 
1 2 3 4 5 6 7 
16. During this mall visit, you completely escaped from 
reality. 
1 2 3 4 5 6 7 
 
Section 4: Overall Mall Satisfaction 
To answer this section of the survey, please think about your OVERALL EXPERIENCE 
(i.e., including both retail stores and non-store aspects of this mall) during today’s entire 
visit to this mall. Select the number on the scale with 1 = Strongly Disagree; 2 = Disagree; 3 
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= Slightly Disagree; 4 = Neutral; 5 = Slightly Agree; 6 = Agree; 7 = Strongly Agree to 
represent your level of agreement with each of the statements below. 
 
Strongly    Neutral            Strongly 
        Disagree                               Agree
   
1. You are satisfied with your decision to visit this mall. 1 2 3 4 5 6 7 
2. Your choice to visit this mall was a wise one.  1 2 3 4 5 6 7 
3. You are sure it was the right thing to visit this mall. 1 2 3 4 5 6 7 
4. The likelihood that you would shop in this mall again is 
very high. 
1 2 3 4 5 6 7 
5. You would be willing to buy from this mall. 1 2 3 4 5 6 7 
6. You would be willing to recommend this mall to your 
friends. 
1 2 3 4 5 6 7 
 
Section 5: Personal Background 
1. What is your gender?   Male  Female 
2. What is your age range?   18-24  25-31  32-38  39-45 
3. What is your marital status?  Single  Married  Other 
4. What is your highest level of education?    High school  
 Junior college  
 Bachelor’s degree (college/technical/diploma)  
 Post-graduate degree (Masters/Ph.D.) 
 Other (Please describe) ______________ 
5. What is your employment status?  Student 
      Part-time employed  
      Full-time employed  
      Homemaker 
      Other (Please describe) __________________________ 
6. How often do you visit this mall?  Once a week or more 
 Once every two weeks 
 Once a month 
 Four or five times a year 
 Rarely or first time 
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7. How often do you purchase merchandise from the retail stores in this mall?   
 Once a week or more 
 Once every two weeks 
 Once a month 
 Four or five times a year 
 Rarely or first time 
8. How often do you make a purchase from the non-store elements of this mall? 
        Once a week or more 
 Once every two weeks 
 Once a month 
 Four or five times a year 
 Rarely or first time 
9. You came to the mall with: (Select as many as applicable to you) 
 Friend/Friends 
     Spouse 
     Family 
     Colleagues 
     Boyfriend/Girlfriend 
     By myself (alone) 
10. Your purpose for visiting this mall was to: (Select as many as applicable to you) 
     Buy merchandise 
     Use the non-store aspects of mall mentioned in Section 2 
     Window shop or browse 
     Just get away/ pass time 
     Meet friends/socialize 
     Other (please describe) ______________________________ 
11. If you would like to be entered in a drawing to receive Rs. 1500 gift card, please provide 
your email address and/or phone number. ____________________________________________ 
12. What is your monthly household income from all sources? 
     Rs. 25,000 and less 
     Rs. 25,001 to 50,000 
     Rs. 50,001 to 75,000 
     Rs. 75,001 to 100,000 
     Rs. 100,001 and above 
 
Thank you for your cooperation.
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APPENDIX B. Cover Letter for the Mall Intercept Survey 
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APPENDIX C. IRB Approval for Research Involving Human Subjects 
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